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$3,000,000 Ad Campaign 
Aids Army Get Recruits 


(With announcement of the $3,- 
900,000 Army advertising campaign, 
indications increased this week that 
the United States government may 
be one of the country’s largest ad- 
vertisers next year. Surplus property 
disposal advertising, handled by 
Fuller & Smith & Ross for the RFC, 
will probably account for a 1946 ex- 
penditure considerably larger than 
that set for Army recruiting, and 
there are some indications that other 
government units will make use of 
paid promotion before long.) 


Washington, Oct. 24.—N. W. Ayer 
& Son staff members this week 
were pushing copy on an urgent 
Army recruiting campaign to a list 
of nearly 10,000 daily and weekly 
newspapers on the first leg of a War 
Department advertising campaign 
that is expected to run $3,125,000 by 
June 30, 1946. 

Assignment to handle the Army 
account went to Ayer today, after 
the military personnel procurement 
division of the adjutant general’s of- 
fice had examined the presentations 
of approximately a dozen agencies, 
invited to compete for the rush job. 
Ayer had handled Army recruiting 
and air cadets in 1940, but Young & 
Rubicam had placed Army’s war- 
time Wac campaign. 

Deadline on the first leg of the 
recruiting drive is Nov. 21, Ayer 
exccutive vice-president Clarence L. 
Jordan explained, for hundreds of 
thousands of servicemen who have 
been discharged between May 12 
and Nov. 1 must reenlist by that 
date or lose the opportunity of re- 
entering at their wartime rank. 


Appeals to Veterans 


Copy during the first leg of the 
drive will be addressed largely to 
the former servicemen who may 
wish to share the benefits of HR. 
3951, which shortened enlistment 
periods, carried over wartime allot- 
ments, and provided special bonuses 
and benefits for volunteers. 

The War Department drive is de- 
signed to recruit volunteers to main- 
tain the army at 1,600,000 during the 
coming months, with a minimum 
number of drafted men. After the 
Noy, 21 phase has passed, a contin- 
uing effort will be made to attract 
additional volunteers and to bring 
back dischargees within the 20-day 
period in which they retain their 
Wartime rank. 

\ccording to Mr. Jordan, who is 
supervising the account, it will in- 
volve “most of the daily and weekly 
newspapers in the country” with in- 
sertions in dailies running 600 to 
100 lines and ads in weeklies 20 
inches. 

Expect Contributed Help 

n addition to newspapers, the ac- 
Cunt. will use spot announcements 
6: radio stations throughout the 

intry and may also reach into 

gazines of general circulation. 
tails for these two media are in- 
nplete. 

election of Ayer was announced 


Brig. Gen. Charles *N. Gilbert, 
ector of the military personnel 
© -ision. But General Gilbert said 


it the paid campaign would not 
npletely alleviate the need 
tributed advertising to  agsist 
my recruiting. a 
Even as the first paid ads go out, 
(Continued on Page 9) 
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Chicago Printers 
Get Shorter Work 
Week, End Strike 


Scores of Magazines 
Thrown Off Schedule 
by Work Stoppage 


Chicago, Oct. 25.—Job shop union 
printers have gone back to work 
here after voting Tuesday, 1,307 to 
285, to accept a contract offered by 
the Franklin Association granting 
them pay increases based on a 7% 
hour working day until March 4, 
1946, and a 7%4-hour day thereafter. 

The typographical union struck 
Oct. 2 over its demand for the 7%- 
hour day, the employers having re- 
fused to accept the 36%4-hour work 
week in place of the 40-hour week 
long in effect (AA, Oct. 22). 

Under the agreement reached by 
negotiating committees Monday, 
employes working daytime shifts, 
who were getting $1.54% an hour 
or $61.80 for 40 hours, will get 
$65.80 for 37% hours, or about 
$1.75% an hour. Night shift work- 
ers will get $69.80 for 37% hours, 
and “lobster” shift men will get 
$69.80 for 32% hours. 


Lots of Overtime 


In addition, the employes will be 
paid for three holidays not worked 
—Christmas, Independence Day and 
Labor Day; will be paid time and a 
half for the first three hours over- 
time and double time afterward, on 
any day except the fifth; double time 
for overtime on the fifth day and 
for work on the sixth day and Sun- 
day; triple pay for overtime on Sun- 
days and holidays, and will get a 
second week of vacation with pay. 

In New York the commercial 
shops are expected to settle their 
differences with the typographical 
union on the “Chicago basis.” The 

(Continued on Page 11) 


Audit Bureau Unit 
Warns Publishers 
about Circulation 


Chicago, Oct. 23.—At the annual 
meeting of the Audit Bureau of Cir- 
culations here last week (AA, Oct. 
22), the advertisers division adopted 
a resolution urging that publishers, 
for the good of advertising, “build 
slowly and soundly additional circu- 
lation in this postwar period, avoid- 
ing some of the methods which pre- 
viously have led to highly competi- 
tive activities which appear to pro- 
duce circulation of less value than 
that secured in the normal manner.” 

All directors of ABC were 
named with two exceptions: Kings- 
ley Rice, Technical Publishing 
Company, Chicago, was elected to 


re- 


succeed Frank P. Keeney, Keeney 
Publishing Company, Chicago, as 
the business paper representative, 


and Russell Z. Eller, California 
Fruit Growers Exchange, Los An- 
geles, was appointed to fill the un- 
expired term of Stuart Peabody, 
The Borden Company, New York, 
who resigned. 


Lok WW APEC. 


section 


100PRIZS => 


and enterprise under difficulties. 


WE'RE ON OUR WAY TO NORMALCY! 


The typographic strike ended Wednesday, but what with the 
confusion and the time necessary to straighten out shops and 
crews which hadn’t operated for several weeks, it was impossi- 
ble to get out a regular edition this week. 
job—partly produced via linotype and letterpress, and 
partly via Vari-typer and photo-lithography. 

Thanks to all of you for your patience and forebearance, and 
thanks particularly to the scores of you who went out of your 
way to call us or write us fan mail pieces about our ingenuity 


After a much-too-condensed weekend rest cure, we hope to be 
fully back to normal next week. 


Hence this two- 


FIGHT'S ON—Dr. Lyon's copy in 20 
newspapers advertising its big contest 
with 100 Bendix washers as prizes. 


Packard Campaign 
Awaits Showings; 
4 Prices Offered 


Detroit, Oct. 24.— Ford Motor 
Company, through J. Walter 
Thompson Company, has scheduled 
new car announcement advertising 
in every daily in the nation starting 
this Friday, “V-8 Day,’ when deal- 
ers will begin showing the ’46 Fords. 

Insertions of up to 1,000 lines are 
scheduled. Copy lists highlights of 
the new car, while accompanying 
illustration contains the crystal ball 
theme, “Ford in Your Future,” 
which the company has been using 
during the war's last phases and in 
the reconversion period. 

Also this. weekend, Chevrolet di- 


Dr. Lyon’s Dives 
into Dentifrice 
Fray with Contest 


New York, Oct. 25—R. L. Wat- 
kins division of Sterling Drug, Inc., 
this week announced a huge new 
contest offering 100 postwar Bendix 
home laundries for 25 words or less 
on “I like Dr. Lyon’s tooth powder 
because .’, accompanied by a 
box top or a reasonable facsimile. 

The big consumer contest was un- 
veiled on the company’s Manhattan 

(Continued on Page 9) 


Last Minute News Flashes 
Peck Agency Gets Rum Carioca Account 


New York, Oct. 26.—Schenley Distillers Corporation has named Peck 
Advertising Agency to handle advertising for Rum Carioca, recently pur- 
chased by Schenley. The account formerly was handled by Al Paul 
Lefton Company. 


Warren Telechron Quadruples ‘46 Ad Budget 


Ashland, Mass., Oct. 26—Warren Telechron Company will launch a 
campaign in January for Musalarm, Switch Alarm and Lite-Call in 
Ladies’ Home Journal, Life, The Saturday Evening Post and business 
papers. The appropriation is four times as high as for 1941. N. W. 
Ayer & Son is the agency. 


Bendix Radio to Step Up Promotion 


Baltimore, Oct. 26.— Bendix Aviation Corporation’s radio division, 
which has spent $1,000,000 in the past year to presell its new receiver 
line, expects to add $500,000 to the appropriation next year, and in No- 
vember will launch its first large scale newspaper drive, using 130 papers 
in 70 cities. MacManus, John & Adams, Detroit, which handles the 
account, has opened special offices here to service the radio division. 


Wolf Leaves Food Brokers’ Group, Sets Up Own Firm 

Washington, Oct. 26.—William F. Wolf, for the past three years sec- 
retary of the National Food Brokers’ Association, today resigned to head 
a New York firm specializing in management of sales for food and groc- 
ery store products moving through brokerage channels, and to act as 
consultant for manufacturers and agencies on sales and merchandising 
problems. 


Uses Dailies, Radio to Test Old English Cleaner 


New York, Oct. 26.—Boyle-Midway, Inc., division of American Home 
Products, is testing Old English powdered cleaner in newspapers and 
radio spot announcements, recorded musical shows and _ participation 
programs in Columbus, Cincinnati and Omaha. Other cities will be 
added soon. Al Paul Lefton Company is the agency. 


Archer Rubber Account to Badger and Browning 

Milford, Mass., Oct. 26.—Archer Rubber Company, manufacturer of 
rubber and plastic sundries and clothing, has appointed Badger and Brown 
ing, agency. Clifford P. Parcher, 
will supervise the account. 


Kemsley Newspapers Appoint William Rankin Co. 

New York, Oct. 26—Kemsley Newspapers Ltd., London, group of 
27 English newspapers headed by the London Sunday Times, has 
pointed William H. Rankin Company. to handleian institutional campaign 
in about a dozen newspapers in New York, Washington the 
Pacific Coast. 


3oston, as executive vice-president, 


and on 


(Additional News Flashes on Page 2) 


ap- | 


Ford “V-8 Day’ Arrives; 
Chevy Reveals ‘C-Day’ 


vision of General Motors is an- 
nouncing its first public showing 
of °46 models on its own special 
day, “C-Day,” Nov. 3, in an ad 
drive in 6,000 newspapers, outdoor 
boards in 700 cities, and radio spots 
in principal centers. 

Pre-announcement copy plays up 
Nov. 3 as “C-Day” and features 
the traditional Chevrolet insignia, 
stating “You Put It First in Sales,” 
and “We Keep It First in Value.” 
Ads to run Nov. 2 and 3 in the 
same list will show parts of the new 
model, with copy emphasizing that 
the “1946 Chevrolet is the newest 
and most beautiful of all previous 
models.” 

Ford executives in charge of Mer- 
cury and Lincoln automobile pro- 
duction have anrounced that °46 
Mercury and Lincoln models will 
begin coming off assembly lines by 
the end of this year unless strikes, 
which have seriously delayed pro- 
duction, are resumed. 


4 Packard Price Fields 


There will be no Packard an- 
nouncement ads until after a series 
of dealer showings is held in seven 
cities next month, Advertising Age 
was informed today. 

George T. Christopher, speaking 
before Packard Motor Car Com- 


(Continued on Page 10) 
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New York, Oct. 25—Frank H. 
Lee Hat Company, Danbury, Conn., 
has signed a contract with Drew 
Pearson, Washington radio com- 
mentator and columnist, to present 
his quarter-hour news program Sun- 
day nights, probably starting Dec. 2. 

The new contract follows the sep- 
aration of Mr. Pearson and Serutan 
Company, Jersey City, which 
presented him on American 


has 
sroad- 


casting Company since October, 
1941, when he broadcast as a team 
with Joseph Allen. At that time, 
Serutan entered network radio for 
the first time, signing Pearson and 
Allen to a five-year contract. No 
reason for the break was forthcom 
ing. Pearson has been one the 
most controversial commentators on 
the air. 

The Lee Comy] il ‘ wl ch ilso 
| sponsors Dale Carnegie o1 MBS 
may continue Mr. Pearson's pr 
gram in his present 7-7:15 EST spot 
on American, but has not definitely 
decided to do so as yet. Agency is 
William H. Weintraub & Co., New 

' 


York. 
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..» MANUFACTURERS... 


Many manufacturers—especially the smaller firms—have a good 
selling item for which they would like to establish national sales. 
Some of them have held back because they felt they did not have 
the resources for launching a nationa] campaign. 


Bea, But hundreds of manufacturers have successfully established them- 
a " selves on a national scale with sales running into very large 
volume annually—starting from scratch and with a very low 
promotional expense. 

There is now availiable to interested manufacturers without cost or 
obligation a new booklet ‘Quickest Way to National Sales’’ which 
fully explains the methods used by these successful manufacturers 
to establish themselves. These methods are equally applicable 
whether you want sales to dealers or direct to the consumer. 


. - ADVERTISING AGENCIES .. 


This booklet is also available to interested Agencies and it may 
well enable them to very profitably serve their Clients by recom- 
mending this proved method of distribution and getting them 
quickly established with nation-wide sales. 

When writing for this FREE booklet please give name of firm in 
full and the name and title of the executive to whom the booklet 
is to be sent. Address— 


SPECIALTY SALESMAN MAGAZINE 
Dept. AA, 307 No. Michigan Ave. 
CHICAGO 1, ILL. 


Last Minute News Flashes 


Starts National Advertising of ‘Typatune’ 


New York, Oct. 26—Typatune, Inc., is introducing an educational 
toy, Typatune, with color pages in October issues of Liberty and will 
use two-thirds page black-and-white space in the December Parents’ 
Magazine. Cooperative newspaper ads are scheduled, with radio planned 
during Christmas. The company makes the toy for Electronic Corpora- 
tion of America, with distribution to become national Nov. 1. Ray- 
Hirsch & Waterston is the agency. 


Warner to Head NBC 3,000-Man Sales Force 


New York, Oct. 26—Warren S. Warner, sales manager of National 
Biscuit Company, New York, has been elected vice-president in charge 
of sales, directing activities of NBC's force of about 3,000 salesmen, 
district and branch managers. 


‘Girl's & Teen’s Merchandiser’ Announced 

New York, Oct. 26.—David J. Neldelsohn, with Fairchild Publications 
for more than 20 years, has formed a publishing company to publish 
Girl’s & Teen’s Merchandiser, monthly business paper covering girls’ 
and teeil-age wear, first issue to appear in January. 


American-Marietta Account to Glen Miller 
Chicago, Oct. 26.—American-Marietta Company, maker of Valdura 
paint, Marietta finishes and other products, has appointed M. Glen Miller, 


Advertising, to handle its account. 


BATTEN, BARTON. DURSTINE & OSBORN. Ine. 
{dvertising 

NEW YORK * BOSTON * BUFFALQG * CHICAGO © CLEVELAND * PITTSBURGH 

MINNEAPOLIS SAN FRANCISCO HOLLYWOOD °* LOS ANGELES DETROIT 


WHAT’S COOKIN’? Just about everything in BBDO’s 
Test Kitchen. Here two full-time home economists 
create recipes, test foods, and help develop copy 
ideas for cookbooks as well as food and beverage 
campaigns. Many a delicious snack now being served 
by America’s housewives was first created here. 


th eho 
i» don't have am? x 


that Sir W alte 


Smokes as sweet 
as it sme 


«the quality pipe 


tobacco of America” 


gato anne 


DOES THE "CARTOON AND CAPTION" technique mean you 
have to sacrifice name and package display? Not by 
a pipeful! This perennial and successful series for 
Sir Walter Raleigh is really two campaigns in one—a 
ull’s-—eye display of package, name, slogan..and a 
humor panel that does its share of selling. 


x oO 


BEST READ? NATCHERLY! Thar’s nothing in food 
advertising that can compare with Cream of 
Wheat’s "Li’l Abner" series for high readership. 
The campaign’s now in its sixth year, and Cream 
of Wheat sales are at an all-time 50-year peak—- 
HAIN’T IT AMAZIN’? 


NURSERY KNOWLEDGE, sprinkled with humor, goes to 
prospects for Thayer baby carriages and high 
chairs in a sparkling new booklet called "Primer 
for Parents." The booklet must be good. Stores 
have already snapped up 100,000 copies despite a 
charge -—— and orders are still pouring in. 


Advertising Age, October 2. 194 


Names 2 Agencies 
for Hinds, Tussy 
Cosmetic Line 


New York, Oct. 25—Lehn & | in} 
Products Corporation ha. 4, 
pointed McCann-Erickson for } {jy 
honey and almond cream and 
Advertising Agency for Tuss ; 
metics. A new agency for Dorosh, 
Gray cosmetics and Etiquet ¢ 
ant has not yet been deter; 
All four lines (AA, Oct. 8) 
been handled by William F. 
Co, and have had combined ajpya) 
billings of $1,600,000. Lysol 
septic and Pebeco tooth paste ¢o; 
tinue with Lennen & Mitche!! 

On the theme, “Start Dream) 
of a Pink Christmas,” Lehn & Fy) 
has launched a magazine and yey, 
paper campaign, through the Fe, 
agency, on a new line of Dorothy. 
Gray In The Pink bath oil, soap, 
Cologne, toilet water, sachet a; 
dusting powder. This campaic 
will run in Charm, Cosmopolita 
Good Housekeeping, Glamour, Ha; 
per’s Bazaar, Junior Bazaar, Ladies 
Home Journal, Mademoiselle a; 
Vogue, and in the regular Dorot! 
Gray newspaper list in 24 lar 
cities. 


Tay 


Processors, Food 
Editors to Confer 


Chicago, Oct. 24.—Approximat 
100 newspapers, whose circulati 
comprises about one-fourth that 
all U. S. dailies, will be represent 
at the third Food Editors-Proce: 
sors Conference, sponsored by t 
Newspaper Representatives Asso 
ation of Chicago, to be held at t 
Netherland Plaza Hotel in Cinci 
nati the week of Jan. 7. 

J. H. Sawyer Jr., 
Ferguson-Walker Company, cha 
man of the Chicago 
committee in charge of the confe 
ence, has revealed that the follov 
ing food processors and allied o: 
ganizations will participate in 
meeting: American Meat Institut 
Crosley Corporation; Frigidaire; 
J. Heinz Company; Grocery Mar 
facturers of America; Kellogg Con 
pany; Kroger Consumer Found 
tion; Owens-Illinois Glass Cor 
pany; Procter & Gamble, and Ral; 
ton Purina Company. 

The food editors, it was predict 


will probably discuss at length, at 


the conference, the question 
whether or not to organize a na 
tional association to permit them t 
cover food news more efficient!) 


of Sawyer- 


association s 


DID YOU SAY 


THEODORO? 


y€S-THEODORO 
ADVERTISING 
SERVICE 


now representing 
NEW YORK POST 

PARIS POST 
THE HOME NEWS 


BRONX AND MANHATTAN 


== THEODORO 
Gp ADVERTISING SERVICE 


75 WEST STREET, NEW YORK 6, ¥. ' 


EDWARD C. KENNELLY * Genere! Meseq*’ 
CHICAGO —CdDETROIT = SAN FRANCISCO - LOS ANGE 
4 PARIS, FRANCE + LONDON, ENGLAND 
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If Your Advertising Keeps His Bill 


Here is a picture of America’s richest, most impor- 
tant citizen—the working man—the Wage Earner. 


His family and the millions of families like his 
make up nearly 50°, of our whole population— 
70°. of our city population. 


This kind of family alone can guarantee America’s 
prosperity for the next generation— perhaps forever. 


Here’s why —and the careful years-long research of 
the Committee for Economic Development is be- 
hind this finding: if we are to provide jobs for all in 
peace as well as war, we must manufacture and sell 
42°, more than we did in our best prewar year. 


And the Wage Earner families of America are the 
only market big enough to absorb this bulge! Their 
saved-up billions right now are four times greater 
than all America had saved back in 1918. Their 
extra money alone—not counting money they use 
for their regular fixed needs—had increased 92°; 
since 1939. In that same period, white collar ‘‘spend- 
ing money”’ (over expenses) has decreased 31%. 


And Wage Earners are going right on earning with 
little change...reconversion and temporary stop- 
pages notwithstanding. As W.P.B. predicted—8 
out of 9 Wage Earners hold the same job in the 
same plant. And reports from all over the nation 
reveal industry’s continued, almost insatiable 
demand for workers. 


Yes—we are on the eve of entering an age of pros- 
perity beyond anything America has ever known... 


|| 


...if your advertising and marketing plans do 
not neglect the Wage Earner millions... 


...if your advertising keeps their billions in cir- 
culation ... reassures them of the Security of 
Spending... 

...if it keeps alive their healthy, newly awak- 
ened appetites for a higher standard of living. 

To accomplish these ends—your advertising has 
one best, direct line of communication with these 
Wage Earner millions. Look into their homes and 


ons In Circulation 


you can discover for yourself the whole-hearted 
respect they give to the eight Macfadden maga- 
zines. You will find the extraordinary authority 
achieved by the printed word in these magazines. 


Macfadden Publications were first to bring into 
the lives of the Wage Earner a new dignity, a new 
self-respect. Wage Earners saw a new and sincere 
kind of sympathy with their own interests in these 
first of the nation’s magazines devoted to their 
lives and customs—and an acute understanding of 
their deepest beliefs. 


And they’ve seen all this for twenty-five years. 
Perhaps they are slow to give their trust—but 
Macfadden Publications have proved—issue by 
issue—full right to that trust. 


These are the reasons why your advertising in 
these magazines possesses a unique power to sell 
the Wage Earner millions. The warm bond between 
the magazines and their audience is also yours. 
No other magazines in America today have greater 
power to influence the Wage Earner millions. 


Reaching One-Half of The Wage Earner Families in America 


MACFADDEN PUBLICATIONS, INC. 


TRUE STORY » THE MACFADDEN WOMEN’S GROUP - THE MACFADDEN MEN’S GROUP 
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Jordanoff Names 


Royal Ad Chief; 
Others Appointed 


Edward Royal, formerly with 
Royal & De Guzman, New York, in 
charge of radio and publicity, has 
been named advertising manager of 
Jordanoff Aviation Corporation, 
New York. 

Edwin A. Hamala, recently 


released from the Army, has re- 
turned to his position as advertising 
manager for Electric Vacuum 
Cleaner, Inc., Cleveland. The com- 
pany became a division of the Gen- 
eral Electric Company this month. 


Park & Tilford Promotes 


, Samuel P. Haldentein, in 
charge of New York hotel and club 
sales for Park & Tilford Import 
Company for 10 years, has been 
promoted to national manager of the 
company’s hotel and club sales di- 
vision. 


... James W, Dunaway, formerly 
vice-president in charge of sales of 
Lee-Cochrane Company, has joined 
Moore Furniture Company, Miami, 
as general manager of its hotel fur- 
nishings division. 

... Thomas W. Skinner, assistant 
director of sales and advertising, has 
been appointed general manager of 
the Lincoln division of Ford Motor 
Company, Detroit. Frank J. Denney, 
who has been advertising manager 
of Lincoln and Mercury, has been 
made sales manager of the Lincoln 
division, 


; Charles E. Doling, formerly 
with White Motor Company and 
vice-president and sales manager of 
Autocar Sales & Service Company, 
has been appointed sales manager of 
the Philadelphia branch of Reo Mo- 
tors, Inc. 

...J. J. Donovan, formerly New 
York regional manager of Airtemp 
division of Chrysler Corporation, 
has been appointed eastern divisional 
manager of the company. 

. . . James J. Fenlon, recently 
discharged from the Army, has been 
named advertising and sales promo- 


Farm 


More sales for advertisers are the marked evidence of Farm JOURNAL’S 


great circulation advantage. 


With its 2% million subscribers FARM JOURNAL leads all other farm 


magazines by half a million. And this half million lead is held in the 


top half counties where farmers have the most money to spend—counties 


where farmers received 81.4 percent of the nation’s farm cash income 


last year. 


Journa 


GRAHAM PATTERSON, 


WORLD'S LARGEST RURAL MAGAZINE 


Publisher . 


PHILADELPHIA 5 


S) the 7 1 TY! E 
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Advertising Age, October 29 


tion manager of Wincharger 
oration, Sioux City, Ia. 
Haupt Rejoins Stromber¢- 
ra Drew C. Smith has 
named Philadelphia regional 
ager of Chrysler division, Ch 
Corporation, 

...+ Frederic W. Haupt, rec. \;), 
with Case-Hoyt Corporation, |). 
ester, N. Y., printing firm, an 
viously personnel director of S 
berg-Carlson Company, Roch 
is rejoining the latter compa: 
assistant advertising manager. 
liam D. O’Toole, reporter on | 
ester and Syracuse newspaper 
been named 
Stromberg’s employe paper, he 
Speaker.” 

McKesson Promotes Two 


...George Van Gorder and George 
V. Doerr, executives of McKesson 
& Robbins, Inc., in New York and 
Minneapolis, respectively, have }cep 
named executive vice-president and 
first vice-president. Mr. Van Gordey 
has been first vice-president and 
director, and Mr. Doerr is executiy; 
head of the company’s central dis- 
trict. 

...Frank A, Sunderland, former 
director of visual aids on the P-6] 
Black Widow plane for Northrop 
Aviation Corporation, Hawthorne 
Cal., has been named advertising and 
sales promotion manager of Ed 
Aircraft Corporation, College Point 
L. I., maker of seaplane floats. Edo’s 
non-aeronautical equipment will be 
announced in November. 

...Roger C. Whitman, discharged 
from the Navy in September as 


lieutenant commander, has bee: 
named assistant advertising man 
ager of Bristol-Myers Company 


New York. Mr. Whitman was form. 
erly assistant account executive and 
writer with Pedlar & Ryan and 
Batten, Barton, Durstine & Osborn 
New York. 


Cal. Wines’ Ad 
Budget Continued 
at $4,000,000 


Los Angeles, Oct. 23.—Continu- 
ation of an advertising budget o! 
$4,000,000 to make wine a household 
staple was announced by Jefferso: 
E. Peyser, Wine Institute legal 
counsel, at a luncheon here of thi 
Los Angeles Advertising Club. Rep 
resentatives of California’s $435,000,- 
000 wine industry were guests at the 
meeting in honor of National Win 
Week. 

Mr. Peyser pointed out that th 
Institute’s advertising budget 1 
1936 was $50,000. and said that the 
current $4,000,000 budget backs an 
annual California wine output 0! 


|} more than 92,000,000 gallons, sup- 


plying more than 90% of the U. 5 
market and employs 57,000 workers 
Other facts recently compiled in a 
survey by the Wine Institute revea! 
that 64% of the population in 
U. S. live in areas where sal 
wine is legal, with only Oklahoma 
Kansas and Mississippi prohibi! ng 
its sale, 


Write TODAY for catalog e 
system anda 
the 60 medern types now ava 


THE FOTOTYPE COMPA 
625 W. Washington, Chicas ° 
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The Hearst Newspapers 


have always led in exposing and opposing 


COMMUNISM 


FELLOW TRAVELERS 


ispnnensaininenininbenamnannioncne 


New York Journal-American, May 12, 1944 


**Whatever is right can be achieved through 
the irresistible power of awakened and in- 
formed public opinion. Our object, there- 
fore, is not to enquire whether a thing can be 
done, but whether it ought to be done, and 
if it ought to be done, to so exert the forces 
of publicity that public opinion will compel 


it to be done.’’ 


QVM 


In 1933 the Hearst Newspapers pointed out that 
Communism, which at that time masqueraded as 
Democracy, was just as much a tyranny as the abso- 
lutism of Ivan the Terrible. 


In 1934 the Hearst Newspapers pioneered in expos- 
ing the Communists in America as the No. 1 Public 
Enemies of our free enterprise system. 


In 1935 the Hearst Newspapers answered Commu- 
nist attacks on their Americanism with a ringing con- 
fession of faith in American institutions and ideals. 


In 1936 the Hearst Newspapers called the nation’s 
attention to Communist support of the New Deal. 
which was wittingly or unwittingly being encouraged 
by the Administration. 


In 1937 the Hearst Newspapers traced the sit-down 
strikes in the automobile plants around Detroit to 
the “infectious mania” of Communism. 


In 1939 the Hearst Newspapers urged the Depart- 
ment of Justice to sweep the government payroll clean 
of the 2850 known Communists reported to hold 
positions in Washington. 


In 1941 the Hearst Newspapers revealed that Com- 
munist sabotage of munitions factories had helped 
bring about the fall of France and urged the United 
States to be watchful. 


In 1944 the Hearst Newspapers reported that at 
least 18 of the 49 members of the CIO National 
Executive Board had records of collaboration with 
the Communist Program in the United States at the 


time the PAC came into being. 
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SAMPLING 


is the oldest form of 
advertising and still the 
most effective. 

Sample your product 
and get quick results. 
Complete facilities throughout U. $. and Canada 


ADA 


Advertising Distributors of Am. 


NEW YORK: 400 Madison Avenue 
CHICAGO: 20 East 8th Street 
ST. LOUIS: 1918 Washington Ave. 
TORONTO: 1162 Dundas Street W. 


Life’ Booked Full' 
for Year; Reveal 


New Magazines 


Offers 5,200,000 
Guarantee Effective 
Next October 


New York, Oct. 25.—Life, which 
has announced an increase in cir- 
culation guarantee to 5,200,000 by 
next October, has been reported 
as refusing to accept any new 
advertisers until mid-1947. Shepard 
Spink, advertising director, told 
Advertising Age that Life has 
accepted a few new advertisers this 
fall, but the paper supply has been 
less than expected, and for the pre- 
sent Life will not take other new 
advertisers. 

If the paper supply situation is 
eased soon, Life will take them. 
In Mr. Spink’s opinion, sufficient 


paper will be available 
new Life advertisers 
end of 1946. 

; Effective with the January 
issue, the American Girl will in- 
crease its circulation guarantee by 
75,000, to 300,000, with no increase 
in regular advertising rates. New 
rates are being introduced for 
second, third and fourth covers. 

. U. S. Camera will increase 
circulation next year above its 
December figure of 250,000, will 
eliminate restrictions on advertis- 
ing, use more pages per issue and 
resume full bleed plates. 

...Nation’s Business increases its 
circulation guarantee with the Feb- 
ruary, 1946, issue to 415,000. A re- 
vised rate card carries no rate 
changes but provides for a return to 
wider margins and the former page 
size of 429 lines. Bleed pages will be 
acceptable in both black and color, 
in spreads and pages. 


to accept 
before the 


New Papers for Fawcett 


...With the January issue, Super 
Market Merchandising will change 
its page size from 10% x 15% to 


8% x 11%. 

...Faweett Publications has just 
changed Life Story to Today’s 
Woman, “A Young Woman's Serv- 
ice Magazine.” Today’s Woman will 
sell for 25 cents. Newsstand sales 
of Life Story have exceeded 750,000 
copies a month. 

Faweett next spring will introduce 
Cosmetic & Drug Preview, a weekly 
trade news paper edited by Harold 
Hutchins, formerly editor of Ameri- 
can Druggist and currently editor of 
Fawceett’s “Cosmetic & Drug News- 
letter.” Office will be at 347 Madi- 
son Ave., New York. 

... Parents’ Institute will publish 
four new magazines for children, 
Polly Pigtails, Sport Stars, Calling 
All Boys, and Calling All Kids, and 
will resume, after wartime suspen- 
sion, True Aviation Picture-Stories, 
Real Heroes, and Funny Book. 


Rejoins Free & Peters * 


... James L, Free, founder and 
chairman of the board of Free & 
Peters, Inc., station representative, 
has resumed his headquarters in 
Chicago and will be in charge of 


= 


it’s the 


% 


0Cd 


No human characteristic is more nearly universal, few human desires 


stronger, than people’s hunger for local news. As The Continuing Study of 


Newspaper Reading proves again and again, however compelling 


the headlines carried by telegraph, cable and wireless dispatches, people 


always look for news of local events...and read it avidly. No matter 


what may be happening in the rest of the world, John 


Citizen, his wife and his children are 


most interested in events in their own 


community. Only in newspapers can 


people satisfy their deep and abiding 


curtosity about what goes on close 


to home and among people they know. 


This fact, perhaps more than anything else, explains why newspapers 


continue to attract, year after year, not only the largest but also 


the most interested, eager and loyal of all audiences ...and why advertising in 


newspapers is so productive. 


This advertisement, prepared by the Bureau of Advertising, A. N. P. A., is published by The Columbus Dispatch in the interest of all newspapers 


Advertising Age, October 99, 1945 


that office until Lt. Comdr. Rus<¢y 
Woodward returns from active N ,. 
duty to resume his position as yice. 
president and a director. Arthu: | 
Barry Jr., recently a lieutenant ¢ .). 
mander in the Navy, has returne: ¢, 
the company as account execu: 
in New York. 

Jack Pacey, former radio edito: oj 
the Wall Street Journal, has |). o) 
named trade news editor of Ameri. 
can Broadcasting Company, Ney 
York. 

... Lt. Comdr. James Seiler j,,, 
returned from four years’ nayal 
service to his post as sales promo. 
tion manager of WRC, Washington. 
Capt. Ward W. Hubbard, forme; 
radio recording salesman for NBC. 
Chicago, becomes chief of WRC’, 
radio recording division after three 
years in the Marine Corps. 

. WWPG, Palm Beach, Fila, 
has appointed Joseph Hershey Mc- 
Gillvra, Inc., as exclusive national 
representative. 

... John R. Fritts, formerly with 
Wright Aeronautical Corporation, 
has been named eastern advertising 
manager of the Instructor Maga- 
zine. 


) 
ve 


Maczko Leaves Bendix 


. . « John E, Maczko, formerly 
with the executive advertising staff of 
Bendix Aviation Corporation, De. 
troit, has joined Aviation Equip- 
ment and Aviation Equipment Red 
Book as advertising representative 
in New Jersey and eastern Pennsy!- 
vania. 

T. P. Murphy, for the past 
years Mill & Factory sales 
representative in Illinois and Indi- 
ana, has been transferred to Cleve 
land. , 


two 


ie R. K. MecQuiston Jr. has 
joined the advertising sales staff oi 
those magazines under the manage- 
ment of Rex W. Wadman, New 
York, after serving four years in the 
South Pacific as an Army captain 
He will assist Frank J. Enright, 
Cleveland. 

... Edgar M. Frink, recently re- 
leased from the Marine Corps, has 
been appointed promotion manager 
of the Times-Union, Albany, N. J. 

... Major G, J. Grarham and K 
J. Freeman have been added to the 
sales staff of The Country Guide, 
Winnipeg. 

. . E. C. Brooks, for five years 
on the advertising department's 
sales staff of The Country Guide, 
Winnipeg, has resigned to enter 
partnership with S. H. Gould in the 
publishing of two weekend Winni- 
peg papers, Town Talk and Enter- 
tainment World. 


DID YOU SAY 


THEODORO? 


yéS-THEODORO 
ADVERTISING 
SERVICE 


now representing 
NEW YORK POST 

PARIS POST 
THE HOME NEWS 


BRONX AND MANHATTAN 


THEODORO 
ADVERTISING SERVICE 


q 7% WEST STREBT, NEW YORK 6, ™. TY. 


GOWARD C. KENNELLY + Generel Meseger 


CHICAGO + DETROIT + SAN FRANCISCO - LOS ANGELES 
.. PARIS. FRANCE - LONDON, ENGLAND J 
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Dudley Back Again 
as ‘Advertising 
Manager for U.S.’ 


Washington, Oct. 24. — Drew 
judiey, who pioneered the wartime 
«lationship between government 
»d advertisers, and was in on the 
ounding of the War Advertising 
founcil, was appointed today by 
geconversion Chief John Snyder 
» head the new OWMR media 
yogramming division set up to 
«present government in dealings 
yith advertisers and media. 

\t the very beginning of the war, 
\r. Dudley had obtained leave as 
onsumer sales manager of Wm. 
Wrigley Jr. Company to establish 
the Office of Program Coordination 
yithin the OWI, bringing together 
pofessional advertising and media 
yople for the first time to handle 
gvernment public relations. 
Members of this group were in- 
grumental in working out the ma- 
cdhinery which tied the War Ad- 
etising Council and its member 
goups into the war information 
sogram, channeling hundreds of 
nillions worth of media and ad- 
ertising support into the war 
ettort. 


Will Have Small Unit 


Since September, 1943, Mr. Dud- 
ky had been in uniform, rising to 
rank of commander. He was 
attached to the office of the Secre- | 
ary of the Navy at the time of his | 
retirement last month, 
Mr. Dudley’s decision to accept 
assignment of organizing the 
media programming division was 
made at the urging of War Adver- 
ising Council officials, after Presi- 
dent Truman had agreed to estab- 
lish the -coordinating office if it 
would be properly staffed. 

The new office will be a tightly 
knit group of no more than two 
yen, including clerical and steno- 
graphic help. Its chief function 
wil be to study information needs 
bf various government agencies, 

aid work out urgency ratings. 
\ctual media facilities are to re- | 
main under control of the War Ad- | 
rertising Council, which has taken | 
ver radio, car card and outdoor | 
bools formerly controlled by OWL. 
Mr. Snyder may ask the war ac- 
tivities committee of the motion 
picture industry to carry on, so 
that motion picture facilities will be 
wvailable for government messages. 
During the coming week, gov- 
mment agencies will send their 
niormation directors to a_ special 
meeting with Mr. Dudley, for a 
preliminary study of the probable 
rogram requirements. The entire 
Ktivity is located under the office 
bi the deputy director of the Office 
Reconversion for information, 
Tobey Hyde. 
at eee 4 i | 


\dds Department 

Frank D. Jacobs Company, Phila- 
ielphia, has organized an advertis- | 
t's service department, which will 
andle all details of advertisers’ and 
Manufacturers’ printed matter, in- 
‘uding copy, layouts and art work. 
’ B. Cook, formerly assistant pub- 
itity director of the Philadelphia 
vision of Bendix Aviation Corpo- | 
tion, has been appointed director 
the new department. 


Accepts More Ads 


lhe St. Louis Post-Dispatch has 
ounced that during the recent 
‘wspaper strike in St. Louis it ac- 
mulated enough newsprint to en- 
Mle it to remove, for the remainder | 
this year, all limitations on space 
lack-and-white advertising. 


| 
Common Sense 


reaches an audience | 
interested in 
the world’s progress 
For advertising rates: 
'0 Fast 49th Street, New York 17, N. ¥. 


To Test Product 


Newark Packing Company has 
undertaken a test campaign for its 
new product, Aster-Ettes, a nut 
topping for all types of desserts 
through S. Duane Lyon, Inc., New 
York. 


Diefenderfer Returns 

Lt. George W. Diefenderfer, after 
31 months of active duty with the 
Navy, haS’ returned to his former 
position on the sales staff of the 
NBC central division. 


Eureka Unveils 
Complete Home 
Cleaning Unit 


Detroit, Oct. 23.— Marking the 
first straight product-selling drive 
by the company since 1941, Eureka 
Vacuum Cleaner Company will 
break with a two-color, double-page 
spread in Collier’s next week, fol- 
lowed by four-color, single-page 
insertions in The Saturday Evening 


Post and McCall's. In addition, a 
six-page, two-color insert will ap- 
pear in the November issue of 
Forecast for Home Economists. 
Ads will feature color photos of 
the new Eureka lightweight up- 
right and tank-type cleaners, while 
the versatility of various attachable 
cleaning devices — the motor-driven 
floor waxer, demother, dusting and 
upholstery brushes—will be high- 
lighted in an eight-panel layout 
superimposed on the silhouette of 
a typical two-story home. 
Cooperative newspaper advertis- 


7 


ing also will be scheduled by local 
dealers in key cities. Insertions of 
600-line size will promote the com- 
plete home-cleaning system, while 
other ads will feature the upright 
or tank-type vacuum cleaners indi- 
vidually. 

A continuing series of insertions 
in six trade papers, dealer display 
material, window and store posters 
and brochures for consumers are 
also planned to give the campaign 
further impetus. 

Geyer, Cornell & Newell, Inc., is 
the agency. 


THEY FINISHED THEIR JOB—LET’S FINISH OURS! 


Our hearts go out to them—for the 
blazing gallantry they've shown—for 
the stirring sacrifices they've made. 
How richly each deserves a hero's 
homecoming —a nation’s thanks! 


Recalling the job they've done, 
highlights the job that still re- 


mains for us to do: supporting VICTORY 


the Victory Loan. 


BONDS 


Our Victory Bond dollars will 


BUY 


help bring home more loaded trans- 
ports; help pay for our armies of occu- 
pation, too; help provide mustering- 
out pay and loans for veterans; help 
meet the cost of care and rehabilitation 


for the wounded as well. 


Think of those who made our . 


a success! 


Victory a reality—and we will 
not fail to make our Victory Loan 


This Space Contributed to the Victory Loan Drive by International Paper Company 
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Low Gets Sports 


Account; Spector 
Adds Fiction Club 


Cragin-Simples Company, Ossin- 
ing, N. Y., maker of sporting equip- 
ment, has appointed F,. J. Low Com- 
pany, New York. Business papers, 
direct mail and dealer helps will be 
used, supplemented later by con- 
sumer publications. 

...M, A. C. D. Products, New 
York, manufacturer of Mad pow- 
dered nail polish and skin lotion, has 
appointed R. T. O’Connell Com- 
pany, New York. 

. . Cavendish Knitwear Corpor- 
ation, New York, manufacturer of 
men’s and boy’s sweaters, has ap- 
pointed Madison Advertising Com- 
pany, New York. 

. . Direct Mail Mart, Bradenton, 
Fla., fruit grower and shipper, has 
appointed Ray McCarthy Advertis- 
ing Service, New York. New York 
and New Jersey newspapers are be- 
ing used, 


Book Club to Spector 


. The Fiction Book Club, New 
York, has appointed Raymond Spec- 
tor Company, New York, to handle 
advertising. 

. Mission Mfg. Company, Hous- 
ton, Tex., manufacturer of plug 
valves and oil field tools, has ap- 
pointed the Houston office of Gano- 
Bachrodt-Edwards, to handle plug 
valve advertising and that of cer- 
tain other products, Oil publications 
will be used. 

. Rice-Stix Company, St. Louis, 
has named Olian Advertising Com- 
pany, St. Louis, to handle the ad- 
vertising for its line of Test over- 
alls and work clothes. Farm, radio, 
and trade publications will be used. 


Duane Jones Named 


. . Grocery Store Products Sales 
Company, New York, already plac- 
ing Kitchen Bouquet and Cream of 


Rice through Duane Jones Com- 
pany, New York, has named that 
agency to handle B in B mush- 
rooms, formerly with Alley & Rich- 
ards Company, New York. Four- 
color half pages are scheduled for 
January issues of women’s maga- 
zines, and black-and-white ads will 
run in Gourmet, Sunset and The 
New Yorker. Ads in two colors will 
appear in This Week Magazine, and 
some ads are planned for Telefood, 
business paper. 

. . Joyce, Inc., Pasadena, Cal., 
manufacturer of play shoes, has 
named N. W. Ayer & Son Inc., as 
its advertising counsel. 


Hartford Last 
Witness in A&P 
Anti-Trust Case 


Danville, Ill, Oct. 25.—All is 
over but the filing of briefs, oral 
argument Jan. 21, and more briefs 
later, in the trial in federal district 
court here of the government’s 
anti-trust suit against the Great 
Atlantic & Pacific Tea Company 
and 28 of its officers and subsiti- 
aries (AA, Oct. 8). 

Final testimony was presented 
yesterday by John A. Hartford, 
president of A&P, the last of many 
defense witnesses who have testi- 
fied during the past six weeks and 
introduced 1,000 exhibits into the 
record. Department of Justice 
anti-trust division attorneys intro- 
duced four times as many exhibits 
between April 16 and July 19 to sup- 
port charges that A&P frequently 
operated at a loss to drive com- 
petitors out of business and in vari- 
ous other ways violated the Sher- 
man and Robinson-Patman acts. 

Mr. Hartford corroborated earl- 
ier defense testimony to the effect 
that A&P operates on the theory 
that a low gross profit rate results 
in a declining expense rate and 
higher sales volume until various 
stores show profits. The chain, he 
stated, believes that it is better to 


cea 
ak: 


CATALOG DIVISION of 
SOCIATED ELECTRONICS COMPANY 


12 NASSAU STREET’ © NEW YORK? N.Y. 
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sell 200 pounds of butter at a cent 
a pound profit than to sell 100 
pounds at two cents’ profit. 

He asserted he had never agreed 
with outside parties on _ retail 
prices; nor procured preferential 
prices not available to others, co- 
erced suppliers, selected certain 
areas for special prices to destroy 
competition, or in other ways vio- 
lated the anti-trust acts as alleged. 


To Erect New Plant 


Maclean-Hunter Publishing Com- 
pany Ltd., Toronto, has purchased 
a 44-acre tract of land on Yonge 
Street in Lansing, near Toronto, on 
which the company proposes to 
erect an ultra-modern publishing 
plant. The company’s general and 
editorial offices will remain in their 
present location. 


Heads Clipping Bureau 


Harold J. Gerberg, formerly with 
Grumman Aircraft Engineering Cor- 
poration, has been placed in charge 
of Burrelle’s Press Clipping Bureau 
in New York. 


Sperry Gyroscope, 
Ideal Publishing 
Name Reach 


New York, Oct. 25.—Sperry Gy- 
roscope Company, a division of 
Sperry Corporation, has appointed 
Charles Dallas Reach Company, 
New York and Newark. This ac- 
count, formerly handled by Young 
& Rubicam, has totaled $150,000 in 
billings annually, primarily in busi- 
ness papers. 

Sperry Corporation, which for 
several years has advertised heav- 
ily in consumer media through 
Y&R, has cancelled all advertising 
for the rest of the year. The cor- 
poration’s agency and media plans 
for next year have not been set. 

Of the corporation’s other divi- 
sions, only Vickers, Inc., Detroit, 
has been a substantial advertiser. 
This account, of about $100,000 a 
year, continues with Witte and Bur- 
den, Detroit. Ford Instrument 
Company does virtually no adver- 
tising, and Wheeler Instrument 
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Company has done a small an). 
through Y&R. The Wheele; 
count, it is reported, will mo\ 
the Reach agency. 


Resigns Carrier Account 
Charles Dallas Reach Com 
also has been appointed to ha dj. 
Ideal Publishing Corporation, \ 
York, publisher of Movies, \ yj 
Life, Movie Stars Parade and | ¢r. 
sonal Romances. 

The Reach agency this week re. 
signed the account of Carrier ( or. 
poration, Syracuse, which it has 
held for 12 years and which fre. 
cently has been billing more {hay 
$250,000 annually. 


Annual Fair Trade 
Conference Nov. 30 


Manufacturers of trade-marked 
products who distribute under fair 
trade contracts for resale price 
maintenance will hold their annual 
conference in New York at the \Val. 
dorf-Astoria Hotel Friday, Nov. 30, 
The conference will be under the 
auspices of American Fair Trade 
Council. 
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Dr. Lyon's Dives 
Into Dentifrice 
Fray with Contest 


(Continued from Page 1) 
Merry-Go-Round radio program 
Sunday night, and is being given 
the additional support of one-shot 
new spaper ads in 20 papers through- 
out the country, with copy appear- 
ing ‘n space ranging from full pages 
to 000 lines. Thomson-Koch, Inc., 
New York, is the agency. 

Following closely on the heels of 
the Pepsodent contest in which 
Jeeps are being given as prizes, the 
Watkins action served ample notice 
on the trade that there will be 
heightened, rather than lessened 
competition for consumer favor in 
the dentifrice field, and most ob- 
servers will be greatly surprised if 
thers in this highly competitive 
eld do not enter the fray quickly 
with contest or special offers of their 
wn, or greatly heightened general 
promotion efforts. 

Although the dentifrice field would 


seem to have been less affected by 
war (except for packaging) than al- 
most any other business, drug men 
have known for a long time that a 
competitive battle of unprecedented 
proportions was brewing in the field 
because of the expansion in facilities 
and sales which all companies have 
experienced during the war years, 
when major portions of output were 
assigned to the armed forces, and 
per capita consumption, especially 
among fighting men, reached amaz- 
ing heights. 

Most of the dentifrice makers re- 
alize that “consumption” figures for 
the armed forces represent an ex- 
traordinary amount of reckless use 
and sheer waste, and they anticipate 
an uphill battle to maintain total 
sales at anywhere near the figures 
reached during the war. 


Opens Research Office 


The Lithographic Technical Foun- 
dation has opened new national re- 
search offices and laboratories at 
Glessner House, 1800 S. Prairie 
Ave., Chicago. 


Ayer Starts Work 


on $3,000,000 
Army Promotion 


Continued from Page 1) 


General Gilbert said, the War De- 
partment and the War Advertising 
Council are studying the role that 
advertisers can play in maintaining 
the large peace-time army that will 
be needed for occupation and garri- 
son purposes. 


Seek Sponsors 


A special council committee has 
completed a tour of important spon- 
sorship centers studying the project, 
General Gilbert said, and a report 
will be submitted soon. 

At this time, General Gilbert ex- 
plained, the War Department hopes 
that sponsored advertising can be 
used for “institutional themes,” such 
as; to dignify the profession of the 
soldier; to demonstrate the needs 
for an army equipped to maintain 
the peace; explain the commitments 
which the Army has in the future; 


and urge the need for volunteers. 
The contributed advertising as he 
visualizes it, would be in the form 
of a backdrop for the specific re- 
cruiting work that Ayer is doing. 
The paid copy would concentrate 
on “merchandising” HR. 3951, em- 
phasizing the fact that the Army 
now offers job opportunities com- 
parable to those of industry. 


Servel to Start 
First Postwar Ad 
Drive Next Month 


Evansville, Ind., Oct. 25.—Servel, 
Inc., is launching its first large- 
scale advertising campaign since 
before the war, in November issues 
of national magazines. The com- 
pany will spend $700,000 on maga- 
zine advertising and an additional 
$1,800,000 as its part of cooperative 
newspaper dealer advertising within 
the year. 

Plans have not yet been set, but 
the company is also thinking of a 
half-hour radio show, which would, 


Tomorrow’s industrial develop- 


ment may well surpass the growth of the automobile and the amazing 


sale of radios after World War I. Yet the most sensational inventions 


will not necessarily become the best sellers. Rather, big volume will 


show up in goods appealing to the imagination of the most people and 


serving them best. And mass markets, countless jobs and fine profits 


will result from continuous, hard-hitting advertising. Champion is a 


hard-hitting paper which will be right there with improved printing 


qualities and that feel of sturdy character which helps make any good 


story more convincing. Make it Champion paper for your every job. 


ne Charmaine Viper AND FIBRE COMPANY...HAMILTON, OHIO 


24 ¥ 


NEW YORK - 


MILLS AT HAMILTON, OHIO... 
CHICAGO + PHILADELPHIA - CLEVELAND - 


BOSTON - 


ST. LOUIS - 


Manufacturers of advertisers’ and publishers’ coated and uncoated papers, bristols, 
bonds, envelope papers, tablet writing and papeteries . . . 2,000,000 pounds a day 


. CANTON, N. C.... HOUSTON, TEXAS 


CINCINNATI + ATLANTA 


of course, boost the advertising ex- 
penditure materially. 
Full-page advertisements, in color 


when possible, will appear every 
month or bi-monthly in the fol- 
lowing magazines: American Home, 


Better Homes & Gardens, Collier’s 
Good Housekeeping, Ladies’ Home 
Journal, Liberty, Look, McCall’s 
The Saturday Evening Post, True 
Story and Woman’s Home Com- 
panion. 

First advertisement features Jerry 
Colonna, saying, “Take my advice 
and pick a Servel—It’s sooo silent.” 
Copy promotes the fact that Servel 
refrigerators using gas have no 
moving parts to get noisy. Future 
ads will feature other motion pic- 
ture and radio stars. 


Will Promote Other Products 


The company now has a limited 
number of refrigerators coming off 
production lines and expects to have 
enough to take care of some of the — 
demand, hence the decision to re- = 
enter national media. At present, 
only the refrigerator is being adver- 
tised, but as soon as new products 
are available they will be promoted. 

Among the new products Servel 
expects to produce are a gas all- | 
year conditioning unit which will 
heat in winter and cool in summer, 

a gas range in conjunction with 
gas range manufacturers which will 
measure up to certified performance 
standards, a complete gas kitchen, | 
consisting of a range, refrigerator, 

food conditioning unit with dry 

storage space to keep breakfast 

foods, potato chips, crackers, etc., 

fresh, and a sink. 

Batten, Barton, Durstine & Os- 
born, New York, is the agency. 


Starts Medical Journal 


A new bi-monthy medical journal, 
Geriatrics, devoted to diseases of 
the aged and aging, will be published 
by Modern Medicine Publications, 
Minneapolis, with the first issue ap- 
pearing in January. 
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DUM Pp story 


ever told ee . 


Dita 


D. ©. JENNINGS*, Plant 
Engineer, Container Corp. 
of America, Chicago 


“My idea of the sweetest pump story a 
manufacturer can tell is one that outlines 
an everyday plant operating or mainte- 
nance problem—then explains how his 
pump can help solve it. 


“Right now, for example, I'd like to 
know: 1. How to make a high-head 
low hp. pump handle paper mill white 
water; 2. What is considered the best 
bearing material for a small high-speed 
white water pump; 3. How to work out 
a condensate return arrangement that 
won't require tempering by injection; 
4. How soon improved liners, impellers, 
packing and other pump equipment will 
be available.” 

*Mr. Jennings is one of the 20,414 
consequential engineers and execu- 


tives who get their operating and 
buying data from 
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And you reach the 
cream of the nation’s 
parents—over % mil- 
lion families with 
children—through 


PARENTS 


MAGAZINE 


Step Up Pace 
of Auto Selling 
Despite Strike 


(Continued from Page 1) 


pany’s dealer advisory council here 
today, revealed that “around Janu- 
ary, production will be augmented 
to bring Packard’s range into four 
price fields.” The statement, not 
otherwise amplified, is taken here to 
mean that Packard may be readying 
announcement of a new low price 
car. No prices have yet been set for 
Packard models, Mr. Christopher 
said, because of the lengthy job of 
“digesting’ OPA pricing formulas 
and supply factors. 


Makes 4-Door Sedans First 


It was revealed, also, that °'46 
Packards will incorporate 68 me- 
chanical and design changes and fol- 
low the low streamlining of the 
company’s prewar “Clipper” model 
with fade-away fenders. Initial pro- 


duction will concentrate on Clipper 
Eight four-door sedans, with other 
models to await production at the 
time when materials become avail- 
able in greater quantity and output 
climbs toward the Packard goal of 
about 200,000 cars a year. 

Exact date of public showings is 
contingent on dates, as yet unde- 
termined, when shipments of the 
cars will be made to metropolitan 
cities. All dealers will be included in 
first shipping orders, under present 
Packard plans. 


KAISER PREDICTS AUTO 
CENTER ON WEST COAST 
Los Angeles, Oct. 24.—Plans for 
an eventual all-western automobile 
industry were advanced by Henry J. 
Kaiser, speaking before the Los 
Angeles Advertising Club last week. 
Mr. Kaiser said there was no such 
thing as a “mature economy” and 
scorned the philosophy that infers 
America has no more frontiers. “The 
truth is that our economy is in its 
infancy and our frontiers have not 
yet been explored,” he said. “I want 


to be one of the pioneers in an all- 
western automobile and I know that 
Mr. Frazer shares this hope with 
me. I am certain that we will see it 
fulfilled,” he added. 

Declaring that the great new steel 
mill at Fontana, Cal., has made Los 
Angeles an important steel produc- 
ing center, he added that a vast mar- 
ket already exists in this area, where 
he predicted the population will 
double in the next 10 years. 


Raring to Go 

“It is because of these facts,” he 
said, “that new steel consuming in- 
dustries are planning to establish 
themselves here in increasing num- 
bers. I have personal confirmation 
of these prospects from industrial- 
ists who are already laying the plans 
to establish themselves in Fontana’s 
front yard.” He said his son, Henry 
Kaiser Jr., will be in charge of the 
company which embraces the Fon- 
tana mill. 

He declared that following “reas- 
onable production” at the Kaiser- 
Frazer Willow Run plant, his efforts 
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will be turned “to encouraging {},, 
establishment and expansion |; 
those industries in the West wh  } 
provide the essential supplies (., 
automobile manufacture.” 


FISHER BODY RESUMES 
CRAFTSMAN COMPETITION 

Detroit, Oct. 24.—With return 
peacetime production, Fisher Bo;\, 
division of General Motors Corp,;- 
ation will resume national com) - 
tition in model Napoleonic coach a)\¢ 
automobile building under the aevis 
of the Fisher Body Craftsman’s 
Guild. 

Junior and senior entrants jj] 
compete for awards valued in ¢x.- 
cess of $75,000 in the contest to 
close July 15, 1946. The competition 
will be promoted, through Kudner 
Agency, Inc., in a magazine list jn- 
cluding Air Trails, Boy’s Life, Open 
Road for Boys, Popular Mechanics, 
Popular Science and Young Amer- 
ica, and in Fisher Body’s regular 
advertising. 


FCC Okays Tests 
on ‘Stratovision’ . 


Washington, Oct. 24—The FCC 
today gave Westinghouse Radio 
Stations permission to set up five 
developmental stations to test the 
“stratovision” system of broadening 
FM and television coverage by 
transmitting from an _ airplane 
circling at 30,000 feet. 

Promoted as the answer to con- 
tour problems that limit the range 
of both FM and television, the 
“stratovision” proposal is to be 
tested to determine the amount of 
fading, fluttering and “ghosting” 
brought about by ground reflec- 
tions on signals from the moving 
plane. 

The tests are also to reveal the 
possibility of relaying programs 
from one moving plane to another, 
to increase the range; check an- 
tenna designs; transmission from 
ground to plane, etc. 

If successful, its sp@nsors  be- 
lieve that “stratovision” will prove 
to be the answer to inexpensiye 
nationwide network television, 
eliminating elaborate ground instal- 
lations. 

At the same time the commis- 
sion gave RCA Communications 
permission to build eight experi- 
mental automatic unattended radio 
relay stations. 
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Chicago Printers 
Get Shorter Work 
Week, End Sirike 


(Continued from Page 1) 


\ew York printers, however, have 
voted “strike sanction” and _ will 
orobably walk out the middle of next 
week if' an agreement has not been 
eacied by then, The union has re- 
slaced a negotiating committee 
which had agreed with the New 
York shops on a contract providing 
ior an average weekly wage increase 
of about $6.05. New York day-shift 
printers currently earn $1.56 an 
hour, or $62.40 a week; night shift 
men get $1.67 an hour, or $66.80 a 
week, and “lobster” shift workers 
get $1.91 an hour, or $66.85 for a 
%-hour week. The employes are 
holding out for the shorter work 


W eek. 


Publishers Hit Hard 


The three-week Chicago strike 

orced many publishers of weekly 
aad semi-weekly magazines to sub- 
stitute two or four-page mimeo- 
graphed or small planographed edi- 
tions for their regular issues, and 
will delay scores of monthlies for 
sme time to come. The end of the 
strike comes just in time to permit 
on-time publication of coming issues 
of Esquire, Liberty, the Hearst 
magazines, the Hillman Group and 
ther publications. Even so, Liberty 
will have to send next week’s issue 
rail express to reach readers on 
the Oct. 30 publication date. 

The strike caught some publishers 
f monthlies before they could even 
get out September issues that had 
been delayed earlier by the severe 
shortage of shop equipment and 
manpower. Some publishers’ have 
not yet decided whether to skip a 
long-delayed issue or publish it and 
try to catch up eventually with reg- 
ar publishing dates. At least one 
ublisher of a weekly plans to bring 
ut three back issues missed during 
the strike. Almost all magazine pub- 
lishers here whose issues were re- 
duced in size or dropped, will find it 
impossible even over a period of 
many months, to add enough pages 
o future issues to make up for loss 
of advertising revenue suffered. 

The end of the strike of commer- 
cial shop printers coincides with 
resumption of negotiations between 
the typographical union and the Chi- 
cago Newspaper Publishers Associ- 
ation over renewal of the contract 
covering newspaper printers. News- 
paper representatives expect to re- 
ceive today or tomorrow the union's 
demand that they offer to abide by 
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ITU rules concerning arbitration of 
disputes, demands which have led 
earlier this year to strikes against 
dailies in other cities. 


TEXAS STRIKE ENDS 


San Antonio, Oct. 23.—The Ex- 
press, Light and News, dailies here 
which have been hit by a _ typo- 
graphical union strike since Aug. 26, 
and have published typewritten, 
photo-engraved editions, have re- 
sumed normal operations following 
settlement of the dispute. A new 
one-year contract gives the printers 


a raise. from $48.37 to $55 a week 
and six months’ back pay of one- 
half the amount of the raise. 


Lyman Hill Elected 
President of AMA 


Lyman L. Hill, Servel, Inc., 
Evansville, Ind., was elected last 
week as president of the American 
Marketing Association, succeeding 
Donald M. Hobart, Curtis Publish- 
ing Company. 

Other officers named by a mail 


ballot to serve for the 1946 
include: First vice-president, Paul 
W. Stewart, Paul W. Stewart & 
Associates, New York; second vice- 
president, Robert T. Browne, Pills- 


term 


bury Flour Mills, Minneapolis; 
treasurer, Wilford White, Depart- 
ment of Commerce, Washington; 


and secretary, Harvey W. Huegy, 
University of Illinois, Urbana. New 
directors, to serve with the three 
who will complete the second year 
of their term in 1946, are Edgar H. 
Gault, University of Michigan, Ann 
Arbor; T. G. MacGowan, Firestone 


ro 


ll 


Tire & Rubber Company, Akron, 
and Gerald B. Tallman, Massachu- 
setts’ Institute of Technology, Cam- 
bridge. 


Ad, Sales Club Offers 


Courses in Salesmanship 

The Kansas City Advertising & 
Sales Executive Club has inaugur- 
ated a sales school. Two sales 
courses, salesmanship and advanced 
salesmanship, ‘each consisting of a 
weekly session for 16 weeks, are be- 
ing conducted. 
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A FEW 
NATIONAL ADVERTISERS 
WHO HAVE CASHED IN 

ON THE RICH 
WESTCHESTER MARKET: 
Six O'clock Muffin Mix 
McCormick Tea 


Grapefruit Juice 


Martel's Sardines 
Stahl Meyer Meats 
Quaker Oats 

Blue Bonnet Margarine 


Dolly Madison 
Ice Cream 
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ae 


“So COVERING “THE 


en a ae 


as to 


“It is not the cause of a poor printer which you 


are trying. No! It may, in its consequences, affect 
every freeman that lives * * * * on the main of 


America!” 


—Andrew Hamilton, Zenger’s defense 
lawyer, August 4, 1735. 


Westchester beat the gun by 41 years! 


And today—210 years later—Westchester is still a leader. As a market 
for food, for example, it exceeds 12 states in sales volume—$1 18,000,000 
a year. If you aren’t cashing in on this rich market for everything, better 
start laying your plans. Ask your advertising agency—they’'ll help you. 


W!* hear a lot about the Boston Tea Party and Patrick Henry giving 
us our start on freedom: The fact is that it was in Westchester 
that a printer—John Peter Zenger—first proved that Americans could 
defy a King, and get away with it. 


His faithful reporting of the King’s governor trying to railroad through 
an undesirable candidate for assemblyman, landed him in jail for nine 
months. But his trial in 1735 established the principle of freedom of 
the press in America—41 years before the Revolution. 


Represented Nationally by the KELLY-SMITH COMPANY * New York 
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Hillman Moves 


Hillman Periodicals, Inc., has 
moved its offices in New York to 
535 Fifth Ave., telephone Murray 
Hill 2-7700. 


Oliver Life Moves 


Oliver Life, - Advertising, has 
moved its offices to Suite 1118, Title 
Guaranty building, St. Louis. The 
new phone number is Central 9268. 


More than ever the EYE will determine postwar consumer pur- 
chasing. Here products are STYLED to sell on sight—DESIGNED 
for better function, easier, more economical manufacture. Design 
specialists in all types of materials for all kinds of merchandise, 
both consumer and industrial. Products styled by Barnes & Reinecke 
will sell in excess of one billion 
dollars per year post-reconversion. 
BARNES & REINECKE, Industrial 
Designers and Engineers, 230 East 
Ohio, Chicago 11. Delaware 6350. 
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Tank Car Prices 
to Retailers Hit 
in FIC Gas Order 


Washington, Oct. 25. — Hopeful 
that it could help forestall price 
wars in the revitalized gasoline serv- 
ice station business, the FTC today 
prohibited Standard Oil of Indiana 
from making bulk sales to selected 
retailers at “tank-car price.” 

The ruling climaxed five years of 
litigation, in which Standard defend- 
ed its discount policy on the grounds 
that it was seeking to meet the 
equally low price of competitors. 

At the time the action was insti- 
tuted in 1940, FTC brought com- 
plaints against Standard and three 
of its competitors—Shell, Texas and 
Gulf—for favoritism in granting dis- 
counts in the Detroit area. 


Rejects Competitive Argument 


In its order, FTC rejects the ar- 
gument that Standard was meeting 


competition when it made gasoline 
available at tank car prices to four 
“jobbers,” although three of them 
were selling at retail as. well as 
wholesale, and another sold only at 
retail. According to the commission, 
the four dealers were obtaining gas- 
oline at the tank car price, 14% cents 
per gallon less than the prices 
charged for the same Red Crown 
gasoline to other retail dealers in the 
Detroit area. In addition, one of the 
dealers, selling exclusively at retail, 
had obtained an extra half-cent dis- 
count below tank car price. 

Pointing out that the retail mar- 
gin on Red Crown had been only 
3.3 cents per gallon since November, 
1939, FTC argued that this com- 
petitive advantage had been used 
by at least two of the dealers “to 
divert large amounts of business 
from other retailers of gasoline with 
resultant injury to them and their 
ability to continue in business suc- 
cessfully.” 


Leaves Situation Unsettled 


Decision of the commission to 
handle only one of the four related 


Yes, Pittsburgh has already moved over the thresh-hold to peace 
production without going down the steps of reconversion! This 


is the city that supplies—in peace as in war—the basic materials 
for America's assembly lines: iron, steel, coal, glass, aluminum, 


etc. Our mills and mines and factories keep right on producing 


during this transitional period—with no time out for retooling, no 


pause in paychecks. That's why this is a great buying market— 
a market you can reach and sell through the Post-Gazette. 


Pittsburgh 
POST-GAZETTE 
One of Americas Great Nemspapers 


THE NEWSPAPERS ARE THE GREATEST 


ADVERTISING MEDIUM IN AMERICA 
only in newspapers can you start 
and stop advertising without delay 


REPRESENTED NATIONALLY BY 


PAUL BLOCK AND ASSOCIATES 


New York ° Chicago * Philadelphia ° Boston ° 


Detroit e San Francisco 


los Angeles ° Seattle 
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cases at this time raised the },, 
here that the matter is far « y) 
settled and that a court fight m; 
in the offing. 

As a result of today’s action {; 
example, Standard is prohi 
from giving the discounts \ |, 
other oil companies are as yet 
restrained, FTC having taken 
position that it is illegal to 


eet 
a competitor’s price if the com) +tj- 
tor’s price in itself is illegal. 

The actions against Gulf and 7. «,. 


which remain in abeyance at {his 
time charge discount partialit, t, 
Firestone and Goodrich service sta- 
tions, while Shell is accused of 
granting discriminatory discoun), to 
a group of local dealers. 


Double Musicians 
for FM-AM Shows, 
Petrillo Decrees 


“New York, Oct. 25.—James C 
Petrillo, president of the American 
Federation of Musicians, AFL, has 
informed six radio stations, all key 
network outlets, that they must em- 
ploy twice as many musicians if 
musical programs they carry are 
duplicated on frequency modulation 
stations. The order is to become ef- 
fective Oct. 29. 

As a result, NBC, CBS, and MBS 
have notified their affiliates that ef- 
fective Oct. 29 the duplication of 
standard broadcasts containing mu- 
sic must be discontinued, “there be- 
ing no alternative to Mr. Petrillo’s 
order.” American Broadcasting is 
not affected because it has no FM 
affiliates. 

NBC concluded its wire to affili- 
ates with “we regret exceedingly 
these restrictions impeding the prog- 
ress of FM, the benefits of which 
we are anxious to make available to 
the public and broadcasting stations 
serving the public.” 

Among the musical programs no 
longer available to FM _ listeners 
are the New York Philharmonic- 
Symphony, sponsored on CBS by 
U. S. Rubber Company; the NBC 
Symphony; Chrysler Corporation's 
Andre Kostelanetz program on CBS 
and Bell Telephone System’s “Tele- 
phone Hour” on NBC. 

CBS pointed out in its wire, signed 
by Paul Kesten, executive vice-pres- 
ident, that the order “seriously re- 
tards the development of FM if the 
listener can’t receive his favorite 
musical program,” and added that 
“there will be little incentive for 
buying FM receivers.” 

Stations Notified 

Reason reported for the AF M’s 
ultimatum is the necessity for em- 
ployment opportunities in the tech- 
nical field to be equal with advances 
in that field. 

Stations notified by Mr._ Petrillo 
were WEAF, New York outlet for 
NBC; WABC and WBBM, New 
York and Chicago CBS outlets, and 
WOR, WGN and KHJ, Mutua 
affiliates in New York, Chicago an 
Los Angeles. 
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REX W. WADMAN 
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WMCATakesOver 


as Associated Net 
Outlet in Gotham 


New York, Oct. 24. — Station 
WMCA, New York, on Nov. 5 will 
pecome the exclusive New York 
outlet for Associated Broadcasting 
Corporation, fifth national network, 
organized this summer. 

Under the one-year contract, 
WMCA has designated nine hours 
daily, between 9 a.m. and midnight 
ior ABC programs, exclusive of the 
New York Times news bulletins, 
and will make its public service pro- 
grams available to ABC. First ABC 
commercial WMCA carried was the 
Adam Hat Stores boxing match on 
Oct. 22. 

ABC now totals 15 affiliated sta- 
tions from coast to coast, with only 
WLEE, Richmond, Va., having dual 
jfiliation as also an MBS outlet. 
WCKY, Cincinnati, and WJJD and 
WIND, Chicago, are cooperating 
outlets for ABC, 


Form L. A. Agency 


A new Los Angeles advertising 
agency, Sterling-Krippene, Inc., has 
been formed with offices at 2412 W. 
7th St. Principals are Henry Ster- 
ling, president, formerly account ex- 
ecutive of The McCarty Company, 
and Ken Krippene, vice-president in 
charge of radio, former CBS writer. 
Other executives are Alice Body, 
corporation secretary and assistant 
radio director, and Raymond Polley, 
formerly of Production Service, Inc., 
production manager. 


REQUIRED B ; 
GRESS OF AUGUST 24, 1912, AND 
MARCH 3, 1933 


Of Advertising Age, published weekly at 
Chicago, Ill., for Oct, 1, 1945. 

State of Illinois?) 

County of Cook { 58- 


Before me, a Notary Public in and for 
the State and county aforesaid, person- 
ally appeared G. D. Crain, Jr., who, hav- 
ng been duly sworn according to law, 
leposes and says that he is the pub- 
lisher of the Advertising Age and that 
the following is, to the best ef his 
knowledge and belief, a true statement 
{the ownership, management (and if a 
laily paper, the circulation), etc., of the 
aforesaid publication for the date shown 
nthe above caption, required by the Act 
f August 24, 1912, as amended by the 
Act of March 3, 1933, embodied in sec- 
ton 637, Postal Laws and Regulations, 
printed on the reverse of this form, to 
Wit: 

l. That the names and addresses of 
the publisher, editor, managing editor, 
ind business managers are: 

_ Publisher, G. D. Crain, Jr., Evanston, 


Editor, 8S. R. Bernstein, Chicago, Iil. 
esp Editor, John B. Miller, May- 
wood, * 
Business Managers, None. 
2. That the owner is: (If owned by a 
rporation, its name and address must 
e stated and also immediately there- 
inder the names and addresses of stock- 
hbiders owning or holding one per cent 
more of total amount of stock. If 
not owned by a corporation, the names 
ind addresses of. the individual owners 
must be given. If owned by a firm, com- 
Pany, or other unincorporated concern, 
is name and address, as well as those of 
tach individual member, must be given.) 
_Advertising Publications, Inc., 100 E. 
hio St., Chicago, Ill. 
G. D. Crain, Jr., Evanston, Ill; G. R. 
train, Evanston, Ill.; Adele Bass and 8. 
k. Bernstein, Chicago; O. L. and M. 8. 
Bruns, Chicago; Kenneth C. Crain, New 
fork; Charles B. Groomes, White Plains, 
X. Y.; John B. Miller, Maywood, Ill; 
3. G. and H. M. Rehm, Chicago; G. L 
ind E. K. Hamlin, Vandalia, Mich.; Jane 
{ Ivie, Tucson, Ariz.; Mary BE. Sanders, 
Evanston, Ill.; Murray E. Crain, Chicago; 
Jessie W. Crain, La Grange, Ill. 

That the known bondholders, mort- 
fagees, and other security holders own- 
“” or holding 1 per cent or more of 
‘tal amount of bonds, mortgages, or 

securities are: None. 

4. That the two paragraphs next 
hove, giving the names of the owners, 
ul holders, and security holders, if any, 
Mntain not only the list of stockholders 
ecurity ho'ders as they appear upon 
ooks of the company but also, in 
where the stockholder or security 

r appears upon the books of the 
mpany as trustee or in any other fidu- 
ary relation, the name of the person or 
poration for whom such trustee is act- 

is given; also that the said two 

raphs contain statements embrac- 
fiant’s full knowledge and belief as 

» circumstances and conditions un- 


which stockholders and _ security 
rs who do not appear upon the 
of the company as trustees, hold 
and securities in a capacity other 
that of a bona fide owner; and this 
t has no reason to believe that any 
person, association, or corporation 

a ny interest direct or indirect in the 

fs stock, bonds, or other securities 
as so stated by him. 

. That the average number of copies 
h issue of this publication sold or 
uted, through the mails or other- 


to paid subscribers during the 
» months preceding the date shown 


» is . . . (This information is re- 
1 from daily publications only.) 
G. D. CRAIN, JR. 


‘rn to and subscribed before me 
5th day of September, 1945. 
EDITH M. STEGER. 


Re 


) 
‘ y commission expires April 1, 1948.) 


Form Recording Firm 


A new type of unbreakable plastic 
record, particularly well suited for 
children’s stories, has been an- 
nounced by Vogue Recordings, Inc., 
newly formed distributing subsidiary 
for Sav Way Industries, Detroit. 
Plans call for placing the discs on 
sale within 60 days. Vogue capacity 
output will be 100,000 records daily. 


Davidson Moves 


Davidson Publishing Company, 
publisher of Paper Sales, Paper 
Year Book, Printed Selling, Selling 
Papers and a new Spanish language 
magazine for the paper industry. in 
Latin America, Desarrollo del Pa- 
pel, has moved its offices to a four- 
story building it has purchased at 
22 E. Huron St., Chicago. 


Noble Buys Time, 
LaRoche Holdings 


in American Net 


New York, Oct. 24.—Edward J. 
Nobel, chairman of the board of 
American Broadcasting Company, 
told Advertising Age today that 
with the sale by Time, Inc., and 
Chester J. LaRoche of their com- 
bined 25% of the stock in American, 
he now controls more than 95% of 
it. The balance is held by Mark 
Woods, president, and several other 
network executives whose names he 
would not divulge. Mr. Noble de- 
nied a report that Walter Winchell 
was seeking to acquire the 25% sold 
by Time and Mr. LaRoche. 

Mr. LaRoche, who recently re- 


signed as vice-chairman and a direc- 
tor of American, is expected to an- 
nounce soon his connection with an 
advertising agency. Compton Ad- 
vertising, Inc., recently denied a re- 
port that he would join that agency. 
Mr. LaRoche formerly was an ex- 
ecutive with Young & Rubicam. 


Immediate Sale 
of KHQ Demanded 


Washington, Oct. 24—Louis 
Wasmer, who announced this week 
the sale of KHQ, Spokane, to the 
Spokane Chronicle for $1,295,000, 
is asking immediate FCC action, 
despite the moratorium on transfer 
proceedings. 

Although FCC has frozen trans- 
fer until more rigid controls can be 


13 
completed, Mr. Wasmer points out 
that a hearing had already been set 
on a proposal to transfer the 5,000- 


watt NBC outlet to a new corpora- 
tion, KHQ, Inc. 


NO USE TURNING 
CUSTOMERS AWAY 


And yet you may if You 


be doing just that | Manufacture 
There’ ll 
ere’s a 7 billion and Sell 


dollar market you 
could encourages COSMETICS 
simply by letting& 
these yee e know you'd welcome their 
business. For the Negro looks to his race 
press for guidance. Your advertising in 
the Negro papers can earn his confi- 
dence, g will and regular patronage. 
But whether your product is cos- 
metic, food, drink, wearable, or 7 
thing else, it will 2, you to oette te 
Interstate United Newspapers, Inc., 545 
Fifth Ave., New York, for the facts on 
the success stories built out of reach- 
ing great and growing market. 


DECEMBER ISSUE 


THE AUTOMOTIVE JOBBER’S YEAR 'ROUND BUYING GUIDE 


THE BIG ANNUAL 


Once again automotive jobbers are in 
a buyer’s position... with many lines 
and products from which to choose. 

Here’s your opportunity to start 
building a peace-time market with 
the powerful selling influence of an 
established institution in the auto- 
motive field. 


Wire or write for space reservation ... to- 
day. First forms close November Ist; final 


deadline is November 15th. 
e JOBBER TOPICS is the only 


tion edited exclusively for automotive 
jobbers and their salesmen . . . Founded 
24 years ago on the premise that “the 
jobber and his salesmen are the most 
important men in the aftermarket.” 


Announcing resumption of use of pre-war paper stock 


THE IRVING-CLOUD PUBLISHING COMPANY 
435 North Michigan Avenue 
@ Also publishers of SUPER SERVICE STATION Magazine - - the No. 1 book in the gas station field. 


Chicago 11 


publica- 


, ilinois 
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Campbell-Ewald 
Adds 17 to Staff; 
Hyde Joins Biow 


Campbell-Ewald Company, in the 
largest postwar expansion yet re- 
vealed by an agency, has announced 
the addition of 17 members to its 


staff. In New York, Norman Shar- 
rock, with the agency 20 years be- 
fore enlisting in the Army in 1942, 
has resumed his duties as an assist- 
ant on the Chevrolet account. Jack 
R. Holmes has joined the Los An- 
geles staff as assistant to Robert H. 
Crooker, executive vice-president, 
and Richard R. Milton has joined 
the Chicago organization. 

Other new Campbell-Ewald men 
are: Lyman J. Beckwith and Dick 
Jemison, in the art department; 
Walter F. Holke, production depart- 
ment; Thomas B. Adams, radio de- 
partment; Elmer R. Bornman, in the 
Army for the past four years, an 
assistant -on the Norge account; 
Benjamin C. Mott Jr., assistant on 
the General Motors institutional and 
Detroit Edison Company accounts; 
James R. Hughes, back from three 
years of Navy service, an assistant 
on the Chevrolet account; Edmund 
W. Brown, previously with Ex-Cell- 
O Corporation, joining the group 
serving Great Lakes Steel Corpora- 
tion, Stran-Steel and Burroughs Ad- 
ding Machine accounts; and R. S. 


Field, John H. Warner, William R. 


Fry, John Neil Hays and R. J. 
Mauer, members of the copy staff. 

. .. Robert E. McKean, recently 
with the Army air forces, has re- 
sumed his duties as production man- 
ager of Sherman K. Ellis & Co., 
New York. 


Joins Biow Company 


... Earl N. Hyde, formerly sales 
manager of General Outdoor Ad- 
vertising Company, New York, has 
been named director of the outdoor 
advertising division of Biow Com- 
pany, New York. 

... Gerald M. Lauck Jr., an Army 
pilot for the past three years, has 
rejoined N. W. Ayer & Son as a 
New York representative. 

... Robert E, Schmelzer, recently 
advertising manager of North 
American Aviation, Inc., Inglewood, 
Cal., has joined the creative staff 
of Batten, Barton Durstine & Os- 
born in Los Angeles. 


Challman Succeeds Reuter 


... Ted Challman, formerly direc- 
tor of merchandising of Arden 
Farms, Los Angeles, has been ap- 
pointed general manager of Produc- 


Dave THROUGH almost any 


Detroit and you'll see them—new homes 

going up, steam shovels gouging out the 

earth for new store foundations, riveting machines 
chattering on the steel girders of new factories— 
men and machines preparing the framework of a 
greater, more prosperous Detroit. Already, since 
V-E Day the value of building permits in Detroit 
has totaled nearly $36,000,000 and that is just a 
beginning! And it has been achieved in the face of 


street in 


drastic restrictions and severe shortages in both 


material and skilled labor. 


This is, of course, in addition to the great activity 
in the automotive industry which is just getting 
into production on the first of several 6,000,000-car 
years! A 50% increase over the preware average! 


So, if the building industry and the automotive 
industry can make prosperity in a market, then 
Detroit will be prosperous. Watch developments 
here closely, and remember—your message in The 
Detroit News goes into 63.8% of all city-zone homes 
taking any newspaper regularly. 


The Detroit News 


THE HOME NEWSPAPER 


A.B.C. Weekday Circulation, 385,399—Sanday Circulation, 477.70 
t Dan A. Carroll, 110 E. 42nd St., New York 17 


+ J. BE. Luts, Tribune Tower, Chicago 11 


Photographs reproduced here 
were made in September, 1945 


tive Advertising Agency. Mr. Call- 
man succeeds W. H. Reuter, who 
has left to be director of sales for 
the new midwestern offices of 
Standard Vanilla Company. 

... Thomas H, Collard has been 
appointed art director in the De- 
troit office of N. W. Ayer & Son, 
Inc. 

... Robert Cole, recently released 
from the Navy, has been named ac- 
count executive on the Detroit staff 
of Grant Advertising, Inc. 

; Robert P. Carey, formerly 
with Baurlein-Shaheen Advertising 
Agency and general manager of 
John M. Shaheen Associates, has 
been appointed account executive of 
Burton Browne Advertising, Chi- 
cago. 

... J. Murray Hooke has joined 
the Houston office of Gano-Bach- 
rodt-Edwards, Inc., as art director 
and production manager. Other ad- 
ditions to the staff are: Russell H. 
Thompson, research director; Joan 
Joyce Sellers, assistant account ex- 
ecutive, and Jean Parker, field sup- 
ervisor in the research department. 

. .. Gerald L. Seaman, formerly 
in charge of press and radio of the 
Milwaukee regional office of United 
States Soil Conservation Service, 
has been made radio executive of 
Bert S. Gittins, Advertising, Mil- 
waukee. 

. Donald W. Smith, formerly 
editor of “The Blade,” plant news- 
paper of Hamilton Standard Pro- 
peller Company, Hartford, Conn., 
has joined Edward W. Robotham & 
Co., Hartford, in the field of indus- 
trial sales promotion interpretation. 

Directs Wesley Copy. 

. Homer Smith, former copy- 
writer and supervisor of N. W. Ayer 
& Son, Philadelphia, and previously 
in the advertising and promotion de- 
partment of Conde Nast Publica- 
tions, New York, has been named 
director of copy for Wesley Associ- 
ates, New York. 

... Henry C,. Flower has rejoined 
J. Walter Thompson Company, 
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New York, as vice-president an qj. 
rector after serving as assistant 4, 
Commissioner Thomas B. Mca}, 
in the office of the Army-Navy, 
Liquidation Commission. ; 

..-Henry R. Turnbull, exec utiy, 
of Duane Jones Company, \e, 
York, who served as radio dir. cto; 
for the Republican National (om. 
mittee during the 1944 preside nti 
campaign, is resigning Nov. | anq 
will announce his plans shortly. 

...William Borchert, after ty, 
years in the Army, has returned t, 
Federal Advertising Agency, Vey 
York, as space buyer. 


Philadelphia Printers 
Win Newspaper Raise 

Members of Typographical U nioy 
No. 2 won demands for a 1 
weekly pay raise from publishers oj 
the Inquirer, Record and Daily 
News, following a strike threat las; 
week, getting $2 retroactive pa, 
from Jan. 1 to Oct. 1, 1945, $5 in. 
crease beginning Oct. 1 and another 
$5 increase six months later. 

Involved in the negotiations were 
250 Inquirer employees, 100 Record 
workers and 75 Daily News mer. 
The composing room of the Bul. 
letin, evening daily, is not an organ. 
ized shop, and the newspaper was 
not a party in the dispute. 


CANDY INDUSTRY 


Don Gussqw, Editor & Publisher 


33 W. 42nd St. New York 18, N.Y. 
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$99,000,000 Spent 
for Newspaper Ads 
to Aid War Effort 


New York, Oct..24—War-effort 
advertising in U. S. daily and Sun- 
day newspapers during the last two 
years, August, 1943, through July, 
1045, totaled $98,813, 358, an average 
of $4,000,000 a month, the Bureau 
of Advertising, American News- 
paper Publishers Association, has 
announced. 

Top five of 50 different projects 
were war bonds, $42,597,445; Red 
Cross, $6,252,678; armed forces re- 
cruiting (sponsored) $5,133,385; 
and waste paper salvage, $4,453,725. 


Most Copy Paid For 


War bond advertising has not 
been broken down by the Treasury 
as to sponsorship by local or na- 
tional advertisers, or as to whether 
it was paid or donated. Of the re- 
maining $56,215,913, paid advertising 
totaled $51,874,543, and $4,341,370 
was donated by newspapers, Of the 
paid total, national advertisers placed 
$24,781,311. Space bought by the 
government for recruiting amounted 
to $2,607,919. 

In the two-year period, daily and 
Sunday newspapers carried more 
than 736,000,000 agate lines — 
enough to fill more than 300,000 
standard-size pages, or more than 
420 standard-size newspaper pages 
of war-effort advertising every day. 


‘Bulletin’ Poll 
Shows Top Need 
is Refrigerator 


Philadelphia, Oct. 23.—Refrigera- 
tors currently are the top demand 
item in this area, according to the 
latest survey by the Evening Bul- 


letin. Washing machines take sec- 
ond place in favor, with automo- 
biles and houses trailing in that 
order, 


Both men and women listed re- 
frigerators and washing machines 
as the postwar items they want 
most, in the survey made by the 
newspaper for the third time in 13 
months. That there has been a shift 
of opinion is apparent in the changes 
shown in the following table. 


Oct. June Sept. 

1945 1945 1944 

(Pet.) (Pet.) (Pet.) 
Refrigerator 21 18 18 
Washing Machine 20 23 18 
\utomobile 13 15 14 
House 9 9 14 
lelevision 8 7 3 
Radio 6 7 4 
Furniture 4 5 9 
lroner 2 3 2 
Home Freezer 3 2 0 
Vacuum Cleaner 2 5 4 


500,000 


STOCK PHOTOS 


Urges Opposition 
to Bills Curbing 
Ads for Liquor 


New York, Oct. 23.—Charges of 
professional prohibitionists that the 
alcoholic beverage industry is 

“spending the amazing total of $14,- 
000,000 in advertising annually” rep- 
resent an understatement of fact, 
Robert Barry, public relations direc- 
tor of National Distillers Products 
Corporation, today told the Rotary 
Club of Staten Island. 

“The industry is spending almost 
$50,000,000 in advertising annually,” 
he said, adding that this sum “is 
less than one-half of 1% of the total 
annual advertising expenditure in 
this country. 


Mr. Barry urged that steps be 
taken to combat the pending Capper 
and Johnson bills which together, 
he said, would “outlaw all radio ad- 
vertising of whiskies, gins, brandies, 
beers and wines” and deny use of 
mails to newspapers and magazines 
publishing alcoholic advertisements. 


Frigidaire Joins 
in Setting Prices 
On National Basis 


Dayton, O., Oct. 24.—The Frigid- 
aire division, General Motors Cor- 
poration, today announced ‘that its 
new refrigeratoyé*will be sdld on a 
national uniform: pricing’ plan. 

Frigidaire thus follows on- the 
heels of General Electric Company 


and Edison General Electric (Hot- 
point) Company, which last week 
anounced their policies of nationally 
advertised uniform pricing (AA, 
Oct. 22). 

The new Frigidaire plan replaces 
the zone pricing plan under which 
the company operated for many 
years, and by which refrigerators 
were sold at different prices depend- 
ing on the zone of the dealer and 
his distance from the zone distri- 
bution point. 

Frigidaire adherence to uniform 
pricing was predicted in the AA 
story last week, along with similar 
adherence by Westinghouse, which 
has as yet made no announcement. 


Kennedy Joins ‘Bulletin’ 
Edward Kennedy, former AP war 
correspondent, whose early release of 
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Germany's unconditional surrender 
scooped the world, has been named 
a member of the editorial staff of 
the Philadelphia Evening Bulletin. 


FOR POSTWAR PLANNING 


We can clip all. or typical, speci- 
mens of advertisements and editorial 
articles on postwar themes. Many 
organizations are .building postwar 
reference files NOW. We have back 
issue files of most business papers. 

Write for Booklet No. 20, “How Busi- 
ness Uses Clippings” that shows how 
manufacturers and their advertising 
agencies use this service. 


BACON’SCLIPPING BUREAU 


BUSINESS FARM GENERAL 
PAPERS * PAPERS MAGAZINES 


MLL. 


221 N. LASALLE ST., CHICAGO 1, 


IN WASHINGTON 


NEW YORK I7: Dan A. Carroll, 


110 E. 42nd St., Ashland 4-8690 


/ 


why not check it up? 


or Sunday field. 


has used the Classified Columns. 


any other newspaper . . . 


WHEN IT’S ADVERTISED 


IN THE STAR 


The surest way to sell any item of 
merchandise — in the Washington market — is 


to advertise it in THE STAR. 


If you think that statement is broad, 
Ask any Washington 


retailer — or ask any Washington resident who 


Both have 


given it the test —both will bear it out. 


On analysis it is not hard to explain. 


For more people in W ashington read THE STAR than 


in the morning, evening 


And more people are influenced by THE STAR 


because for nearly a hundred years its straight- 


forward publishing policy has engendered an 


abiding confidence in all its columns — both 


editorial and advertising. 


CHICAGO II: J. E. Lutz, Tribune Tower, Superior 4680 
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LATEST ABC PUBLISHERS’ STATEMENTS 
ON NEWSSTAND SALES SHOW HOW 


FAWCETT DISTRIBUTION 


INCREASES SALES 


_—— 1 J Sin 1 . Si. a 
True Confessions 1,959,397 1,786,675 + 172,722 
Motion Picture 823,559 737,824 + 85,735 
Movie Story 609,337 594,766 + 14,571 
Fawcett Women’s Group 3,392,293 3,119,265 + 273,028 
Fawcett Screen Unit 1,432,896 1,332,590 + 100,306 
True 572,724 437,433 + 135,291 
Mechanix Illustrated 450,960 426,925 + 24,035 
Life Story 562,061 467,823 + 94,238 
Hit Parader ‘4 883,726 677,821 + 205,908 
U. S. Camera . 145,081 111,889 + 33,192 
Outdoors 95,825 70,927 + 24,898 


Compare these figures with those of last year, when magazines distributed by the Fawcett 
Distributing Corporation showed sales increases of almost 261/ per cent over 1943. So far 
this year, the business of Fawcett Distributing Corporation has increased more than 48% 
over 1944, Cause and effect! Fawcett increases sales for publishers, and publishers increase 
Fawcett business. Fawcett produces sales results. 


we 
We bel eve that such notable increases as that 31% increase on 


True, the almost 100,000 copies per issue increase on Life Story, Mechanix 
Illustrated’s steady climb of 24,000 copies each month, and the amazing 
gains of Hit Parader, U. S. Camera, and Outdoors prove that the Fawcett 
Distributing Corporation gives sales results. The work of the Fawcett field 
force of more than 70 representatives, the promotion through the Fawcett 
Distributor, add up to bigger newsstand sales. 


For further information about selling and distributing your magazine, call or 
write Roscoe K. Fawcett, Fawcett Distributing Corporation, Greenwich, Conn. 


% 
Gain or Loss 


9.7 gain 
11.6 gai 
2.5 gain 
8.8 gain 
7.5 gai 
30.9 gain 
5.6 gain 
20.1 gain 
30.1 gai 
30.0 gai 
35.1 gai 
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Rough Proofs 


Gladys the beautiful reception- 
ist says she sees JHC has a new 
mechasical cottoam picker, and 
she is sure a lot of wives would 
like to see it tried out on 
tightwad husbands. 

7VW < 


"Here's a farm service that 
gets its hands dirty!" brags 
(MBC of Kansas City. 

You mean an agricultural expert 
can't be a windshield farmer? 


ww? 


Now that the striking Chicago 
printers have gone back to work, 
with mostof their demands graat- 
ed, it's to be hoped they'1l see 
fitto treat their bosses kindly. 


vwyv 


Referring to Walter Reuther's 
formula for a wage-price-profit 
plan for General Motors, the 
latter says it's an Alice-ia- 
Vonderlaad theory. Maybe out of 
"Through the Looking Glass, * 
siace Mr. Reuther may be doing 
it with mirrors. 


rv? 


The ABC has decided to give its 
members a 7 1-2% rebate on last 
year's dues, either because it is 
handling more business or there 
have beea a lot fewer fights. 


7wY? 


Woman's Home Companion plugs 
its article om prefabricated 
bousiag as “a way to better 
homes for less money." 

Have they finished counting 
the brickbats received from the 
building industry? 


vv? 


Canada has now removed all 
advertising coatrols, has re- 
deced corporation and personal 
income taxes, and eliminated re- 
strictioas oa tourist travel. 

Up there both the war aad the 
duratiom are over. 


vw? 


Tints Company, Chicago, is 
tsing newspapers to advertise 
its Lamiaous Lure cake make-up, 
aad also Welty's New Odorless 
Spot Remover. 

Any comaection? 


v7wyv 


"HE earns the income, SHE 
speads it wisely," generalises 
McCall's. 

Well, anyway, she spends it. 


vrwvwyv 

According to Advertising Age, 
Yashingtom bigwigs are servous 
about being quoted since a couple 
of them lost their jobs because 
of indiscreet commeats to the 
press. 

Nowadays they can't evea blame 
it om the OWI. 

vw? 

The International Ladies' Gar- 
seat Workers’ Usios is applying 
or FM broadcasting liceases, 
aod says the statioas will aot 
ve used for propaganda purpores. 
The dope will be straight educa- 
ion. 

-wr 


A large greeting card publisher 
ants ap editor aad writer who 
an edit a complete lise of 
ireetiag cards. 

Casa he borrow Toay Woas' scrap 
0k? 


McCord Joins 
BBDO on Coast; 
Others Appointed 


Russell D. McCord, formerly 
president of McCord Company, Iac., 
Mianeapolis, has joined the San 
Francisco office of Batten, 
Barton, Derstine & Usbora, Inc., 
im a creative capacity. The 
former Minseapolis ageacy exec- 
ative has been eagaged ia adver- 
tising and merchandising for the 
past 18 years. 

-«+George W. McMurphey, for- 
merly assistaat director of ad- 
vertisiag of DeSoto division, 
Chrysler Corporation, has been 
added to the creative staff of 
Brooke, Smith, French & Dorraace, 
Inc., Detroit. 

+ Bllis Advertising Compaay, 
Buffalo, MN. Y., has moved from 
the Niagare Basak building to 
larger quarters in the Rand 
building. A photographic depart- 
meat is being iastalled, aad a 
business research bureau aad a 
public relations divisioa are 
also being added. 


Lehner Rejoins Gardner 


«.-Capt. Paul Lehaer bas 
returned to Gardner Advertising 
Company, St. Louts, as group 
service masager after more than 
four years ia the Army. 

-»+Charles Marshall, sorth- 
era California manager of 
Chamberlain Compaay, bas bees 
appoiated research director of 
Ad Pried Advertising Agency, 
Oaklaad. 

«.-Maj. Austin Peterson, 
receatly program director of 
armed forces radio, aad former- 
ly story editor of Young & Rubi- 
cam, Hollywood has been appoint- 
ed vice-president ia charge of 
all bllywood radio activity of 
Ted Bates, Iac. 

..-Keaaeth Brown, formerly 
assistant advertising manager of 
Retail Credit Company, Atlaata, 
will join the staff of Moraa & 
Webb, Atlagta,as production man- 
ager. 

-+-Herbert Bayer, formerly 
consulting art director of J. 
Walter Thompson Company, New York, 
has been appoiated vice-president 
im charge of art and iadustrial 
design of Dorlaad Inateraationaal- 
Pettingell & Featoa, Inc., New 
York. 


Camp Joins Federal 


+. Braest Camp Jr., former- 
ly assistant advertising manager 
asd copy director ofSeagram Dis- 
tillers Corporation, New York, 
has joined the copy staff of 
Pederal Advertising Agency, New 
York. 

-+Lt. Comdr. Edward Kneass, 
who has been om active duty with 
the Navy siace Pearl Harbor, has 
retuerrzed to his positioa ina 
charge of publicity for the Saa 
Praacisco office of J. Walter 


Thompson Compaay. 


Kaufman Rejoins Agercy 
-.-Heary J. Kaufman has re- 
sumed his advertising aad mas- 
agement eagineeriag activities 
with Heary J. Kaufman & Associa- 
tes, Washington, D. C., after 
spending three years iathe Army. 
--+William L. Ledwith, former- 
ly vice-presideat of Hill Adver- 


Copy Cus. 


(Continued on Page 25) 


Those HUGE War Profits 


it Wese't Cement... 
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The Plants Kept Going! 
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Marquette Coment Manufacturing Company 


DISCUSSES PROFITS--Thie ad on 
the question of war profits, 
written by W. A. Wecker, pres- 
ident of Marquette Cement, ap- 
peared in 13 midwestern news- 
papers. 


Cement Firm's Ad 
Tells Profit Story 


Chicago, Oct. 28. -- Marquette 
Cemeat Mfg. Company this week is 
rumning quarter-page advertise- 
ments ia newspapers in 13 mid- 
westera cities, iacluding St. 
Louis, Milwaukee and Des Moines, 
to make clear that, if "people 
with special axes to grind" are 
right in thinking industry made 
large profits during thewar, the 
cemert iadustry is an exception. 


Copy points out that the cement 
industry had only one large vol- 
ame year ia the war period, ia 
1942, and that Marquette itself 
experienced a severe decline ina 
sales siace 1942. Employmeat at 
the firm's plants has beer sta- 
bilised and wages paid to the 
employes have constantly account- 
ed for greater percentages of 
the company's expenses, the ad 
states. 


VW. A. Wecker, presideat of 
Marquette, wrote the copy, 
assisted by the Lawrence H. 
Selz Organization, public rela- 
tions counsel. Although Mar- 
quette has reportedly had no 
labor troubles for nearly 30 
years, Mr- Wecker decided tc 
schedule the ad in view of the 
need for "sound thinking on this 
subject"as strikes have increased 
throughout the sation. 

D. 7. Campbell, Iac., 
agency. 


is the 


New England Ad Execs 
Elect 1945-46 Officers 

Harold V. Manzer, Telegram- 
Gazette, Worcester, Mass., was 
elected president of the New 
England Newspaper Advertising 
Executives Association at the 
group's annual meeting ia Boston 
Oct. 28 

Other officers named are: 
Vice-presidéus, Nelsop A. Demers, 
Press, Middletown, Coma., anc 
secretary-treasurer, I. R. Vas 
Aurmen, Times, Pawtucket, R. I. 
Those elected to the board of 
directors iacilude William F. 
Hallisey, Enterprise Times, 
Broctoa, Mass.; Gerald T. 
Higgens, Sun-Journel, Lewiston, 
Me.; Leroy Paltrowits, Newe- 
Times, Danbury, Coaa.; Joha J. 
Broughas, Recorder Gazette, 
Greeafield, Mass.; William J. 
Montague, Daily News, Burlington, 


Ethical Drug Firm 


Drops Discounts, 
Adopts New ‘Fees’ 


New York, Oct. 24. --William A. 
Warner & Co., ethical drug firm, 
has scrapped its club service 
Plana of trade discounts to sub- 
stitute a new policy of "pro- 
fessional fees for specific 
professional services." Full- 
page announcement ads are appear- 
ing in October drug publications, 
and 33,000 copies of a policy 
beok, "Serving Professional 
Pharmacy," have been mailed to 
registered pharmacists through- 
out the country. 

The new plan, R. D. Hetterick, 
Warner general sales manager, 
told Advertising Age, represents 
a clearly defined policy to cona- 
fine distribution of products to 
registered pharmacies. He 
poiated out that to date pro- 
motion has been professional, 
but distribetion commercial. 
The new policy, he said, will 
remedy this -- and involve so 
change in current list prices. 


Pays ‘Distribution Fees’ 


Warner will now pay four fees- 
ao longer referred to as a 
trade discount, but as a dis- 
tribution fee. A basic fee ot 
15% off list price will be paid 
8l1l pharmacists selling Warner 
prepaiations (on all preparatioas 
aad On any size order); aa ia- 
troductory fee of 3% will be 
paid om new preparations for the 
first 90 days of iatensive pro- 
motion (to compensate for lower 
turnover on sew items); a special 
"service fee" of from 8% to 5% 
for a list of special pharmaces- 
ticals to be featured for 90 
days; and a 2% fee for cash paid 
Om the 10th of the faqllowing 
month (met 60 days). 

The company previously operated 
on four club service plans. 
Plaa A granted a 10% trade dis- 
count Om a minimem order of $24; 
B granted an 11 1/9% discouat on 
a $48 order; C paid a 12 1/2% 
discouat on $120; and D a 15% 
discouat om a $200 order. 

Warner, Mr. Hetterick said, 
hopes it has set a precedent 
which other drug firms will 
follow. The compaay, ia its 
drug copy, promises "implemenata- 
tiom of the aew Warner policy, 
by developmeat and efficieat 
production of profitable sew 
products, more effective dis- 
tribution, and iateasive pro- 
fessional promotioniathe field, 
in journals, and by mail." 

William Douglas McAdams, New 
York, handles advertising for 


the company. 


Simon & Schuster Names 
Fred Smith A. M. 

Fred Smith, who resigned last 
month as director of advertising 
and promotion of Americas Broad- 
Casting Company, has bees ap- 
poiated advertising director of 
Simon &Schuster, Iac., New York. 
He succeeds Jack Goodmans, named 


Vt. 


execetive editor. 


RFC Disposal Unit Set to 
Sell ‘War Asset’ Goods 


Surplus Property 
Job Is Real Task, 
Wallace Discovers 


Washington, Oct. 24.- Few tears 
were shed in the Commerce Depart- 
Ment upper hierarchy this week 
as administrative experts worked 
Out the details of transferring 
machinery forselling "war asset" 
Consumer goods from the Wallace 
stronghold to the RFC. 

Only a few weeks after the con- 
Sumer goods selling job had 
shifted from Treasury to Commerce 
last summer, Secretary Wallace 
suddealy begaa to realize that 
actual respoasibility for moving 
the goods was a far cry from 
Commerce's customary assignment 
Of telling business mea how 
they should set up their own 
merchandising machinery. 

Surplus property selling is not 
& normal business operation, Com 
merce learned. For one thing, 
Commerce had ao control over its 
stock in trade. It did not know 
what it was going to have to 
sell, where the goods would be 
located, aad whea they would be 
located. 


Gets Odd Sizes, Assortments 

Instead of fiading itself with 
& neatly-balaaced line that 
could be merchaadised in normal 
fashion, it received dribs and 
drabs of odd sizes; incomplete 
assortments, at unpredictable 
aad uacoatrollable iatervals, 
aad the goods were often located 
at remote and unapproachable 
districts. 

Most tragic, from the poiat of 
view of Commerce salesmen, was 
to see huagry markets for many 
item--men's pajamas, bed sheets, 
bathrobes--; know that some day 
Commerce would be selling these 
things, but lack the power to 
obtain declarations from the 
military so that the goods could 
be sold while the market was 
ripe. 

Late last summer Commerce 
officials were making it obvious 
that the surplus property dispos- 
al job was ao longer welcome. 
Iastead of being am instrument 
to cemeat their relations with 
business, aad to assist small 
business, it was causing irrita- 
tioas. Veterans complained that 
their rights were igaored; re- 
tailers charged that chains and 
mail order houses were getting 
Price preferences; manufacturers 
warned that Commerce sales plans 
might break the markets in some 
lines. 


Symington Takes Hold 

Under new veteran's prefereace 
cules, Commerce found itself 
selling direct to consumers con- 
veniently. Youngish W. Stuart 
Symington, who had come ia from 
Bmersoa Blectric, St. Louis, to 
straightea out the world's most 
complicated merchandising prob- 
lem, was in the process of 
strengtheniag his control over 
the eatire selling operation. 

Having liquidated triumverate 
coatrol over surpluses, Mr. 
Symingtom was anxious to coscen- 
trate as much of bis iaveatory 
as possible ia a single agency. 


On hand with a good performance 
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record, and anxious to do the 
job, was RFC's disposal unit. 


RFC Dominates Picture 

From the beginning, RFC was 
the big outfit in the surplus 
picture. In the year June, 1945- 
June, 1946, its capital goods 
job was to involve $24.8 billion 
of the estimated $82 billion of 
surpluses. To this, Mr. Syming- 
ton added the $8 billion consum- 
er goods item 

As it now stands, RFC is re- 
sponsible for nearly 90% of 
surpluses, although about 40% of 
its stock is unsalable aircraft. 
The remainder of the goods that 
are to be sold is currently as- 
Signed to half a dozen agencies: 
Food to Agriculture; minerals, 
Interior; shipping, Maritime; 
housing, NHA. 

Chief reason for transferring 
consumer goods to RFC, Mr. 
Symington said, was that RFC had 
the field organizations, while 
Commerce was facing the job of 
selling om a nationwide basis 
with only 11 outlets. 

RFC was far ahead of Commerce 


in many other respects. Its or- 
ganization, which will eventual- 
ly number 12,000, has had far 
greater success in recruiting 
experienced business men and 
salesmen; Commerce has had big 
gaps in its staff, and has bees 
losing rather than gaining 
strength. 

RFC has a well- matured mer- 
chandising program Its adver- 
tising agency, Fuller & Smith & 
Ross, is operating on a nation- 
wide scale through newspapers 
and business papers, supporting 
the sale of 1,300 war plants, 
Oil pipelines, aircraft, and 
stockpiles of raw materials and 
components. While the advertis- 
ing expenditure per dollar of 
sales is remarkably low, RFC has 
already placed more than $60, 000 
in paid space, and has yet to 
reach peak activity. 

Commerce, on the other hand, 
had limited itself to a few test 
advertising campaigns, with re- 
Cent emphasis on classified 
advertising and some trade pub- 
lications. Strongest Commerce 
effort was direct mail, through 


use of elaborate trade lists. 

Most Commerce surplus property 
Personnel will be absorbed into 
RFC's new surplus property sub- 
sidiary, the "War Assets Corpor- 
ation". Direction, however, will 
remain with Mr. Symington and 
top RFC people who have been 
with the problem since the be- 
ginning. 

Whetherall surplus will event- 
wally go to War Assets Corpora- 
tion was not clearat the moment. 
Only last week, for instance, 
Federal Public Housing Authority 
retained Campbell-Ewald to assist 
with the merchandising of ap- 
proximately 800, 000 units of 
war housing, which are to be cut 
into panels for re-use as summer 
cottages, tourist camps, road- 
side stands, and a variety of 
other purposes. 

By June, 1946, surplus declar- 
ations are to reach $82 billion, 
Mr. Symington estimates. They 
now total only $5.3 billion, al- 
though that represents an increase 
during September of $1.7 billion. 
By Oct. 1, surpluses valued at 
$647, 000,000 had been sold for 
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H ood Ss scoops up a large share 


of the tasty Hartford area market by 


consistent use of The Courant, through 


Harold Cabot & Co., Inc. Traceable 


response to appealing copy addressed 


THE Ud 


to The Courant’s readers has prompted 


local retailers to increase their adver- 


tising in The Courant by 58 per cent 
during the past six years. 


Nationally Represented by 
Gilman, Nicoll & Ruthman 


OHYANt 


A CONNECTICUT INSTITUTION SINCE 1764 


Advertising Age, October 29, 1945 


$344,000,000. RFC figures 
showed that the inventory in- 
cluded $2.8 billion of condemned 
Plants, 42 had been sold and 103 
leased. 


Welch Grape Juice 
Appoints Buchanan; 
Agencies Named 


Welch Grape Juice Company, Wes t- 
field, N. Y., has appointed 
Buchanan & Co., Inc., New York, 
to handle its advertising. The 
account, with billings estimated 
at $600,000, has been handled by 
H. W. Kastor & Sons Advertising 
Company for almost 18 years. 

Alden Rug Mills, New York, 
maker of Beauty-Tred rugs, has 
named Dudley Rollinson Company, 
New York, as agency. A radio 
test campaign is planned on WOR, 
New York; WGN, Chicago, and WTAM, 
Cleveland, prior to a network 
show, and point-of-sale adver- 
tising carries out the same theme 
of South Sea Island colors com- 
bined with Hawaiian music on the 
program 

Consolidated Royal Chemical 
Corporation, Chicago, has appoint- 
Melamed-Hobbs, Minneapolis and 
Chicago, to handle advertising 
and promotion of its Zymole Tro- 
keys. The campaign will include 
12 metropolitan dailies, The 
American Weekly.Liberty, Parade, 
This Week Magazine and the 
20 Popular Publications, trade 
publications and direct mail. 
Spot radio will also be used. 


Store Appoints Spadea 

De Wees, Philadelphia depart- 
ment store, has named Spadea Ad- 
vertising Agency, New York, to 
handle a special retail institu- 
tional campaign. 

Murine Company, Chicago, and 
Chattanooga Medicine Company, 
Chattanooga, have appointed 
National Export Advertising Ser- 
vice, New York, effective Jan. 1. 
The agency has also been named 
to handle foreign newspaper and 
magazine advertising of John B. 
Stetson Company, Philadelphia, 
effective Nov. l. , 


Shopping Newspapers 
Issue Own Rate Sheet 

Coatrolled-Circulation News- 
papers of America, Inc., 1299 £. 
58rd St., Cleveland 14, has be- 
gun publication of its own rate 
and data guide, which is to be 
issued every month, giving com- 
Plete data on rates, circulation 
and mechanical requirements of 
more than 100 publications which 
are members of the association. 

Total circulation of all mem- 
bers, according to the guide, is 
6, 208,696, and with eight pub- 
lications which publish only 
local advertising eliminated, 
total circulation available to 
national advertisers is placed 
at 4,850, 906. 


Rooms Full, Waldorf Says 

The Waldorf-Astoria Hotel, New 
York, is using 200-line space in 
the Chicago Daily News to point 
Out that, because of the great 
demand for rooms, it has been 
"forced to sead regrets to ap- 
proximately aine out of ten re- 
quests for reservations." The 
Waldorf advises postposement of 
New York visits unless "impera- 
tively necessary." 


Scott Adds Dealers 

Scott Radio Laboratories, Inc., 
Chicago, has appointed more than 
100 franchised dealers in key 
metropolitam centers to merchan- 
dise, install and service Scott 
radios. Pormerly, customers or- 
dered Scott instruments by mail 
from offices ia Chicago, New York 
aad Los Angeles. 
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Printers and P 


40-HOUR WEEK 
SYDNEY CRISjs 


M.P.A. Appeals to Court 
When Union Forces I[ss\¢ 


Will the NSW. Master and Allied Trav 
the cancellation of the Commereiy 


Printers 


non itself force the issuc 
n reduced 


are the questions for decision in of 


in line with the shorte 


nstructions have & 
he Laion regarding tne 


PROBLEM--This item from News. 
paper News, Sydney, Australie, 
indicates that the other side 
of the world has ita print ing 
problems, too. 


Okay Apprentice — 
Training Plan 


Chicago, Oct. 24.- Newspaper 
Association Managers, Inc., 
representing 34 associations of 
non-metropolitan dailies and 
weeklies, went on record at its 
annual meeting here this week to 
urge more weekly newspapers to 
join the Audit Bureau of Circu- 
lations and to encourage state 
associations to work out plans 
for training printers under vet- 
erans' aid regulations. 

Members voiced general approval 
of a training program worked out 
by J. Howard Rusco, manager of 
the Kansas Press Association, 
and the Kansas State Apprentice- 
ship Council, under which er- 
servicemen who enter a new five- 
year, 10,000-hour training pro- 
gram with various Kansas news- 
papers will receive pay both 
from their employers and from 
the government under the veter- 
ans' aid program. 

C. V. Charters, manager, Cana- 
dian Weekly Newspapers Associa- 
tion, was elected president of 
the group, succeeding Mr. Rusco. 
Carl Webb, manager, Oregon News- 
paper Publishers Association, 
was elected vice-president, and 
Nancy Mahood, maaager, Nebraska 
Press Association, was reelected 
secretary-treasurer. 


Griffin to Free & Peters 

Lloyd Griffin, formerly in the 
radio department of Knox: Reeves 
Advertising, Inc., Minneapolis, 
and lately with the OWI overseas 
Dranch, will join Free & Peters, 
Inc., Chicago radio representa- 
tive, Nov. 1. 


Appoints Seidel Agency 

Seidel Advertising Agency, New 
York, has been appointed tc 
conduct the advertising plaas 
of the Conelle Products Company, 
manufacturers’ representative 
and distributor. 


Can You Spare Some Space in Your New 
Printing for Public Spirited Messages °5 


Planned by the War Advertising Counc!!? 


THE MARTIN CANTINE COMP: 
 ~SAUGERTIES 
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The finest source of in- 
ation I have been able to 
I would be lost without it. 
lease enter a subscription 
ny assistant." 


rank N. Fleming, Asst. Secy. 
)UGLAS AIRCRAFT CO., INC. 


The news content of The Unite 
is prepared from original sources—such as 


White House 

Senate 

House of Representatives 

War Department 

Navy Department 

State Department 

Treasury Department 
Department of Justice 

Post Office Department 
Department of the Interior 
Department of Commerce 
Department of Agriculture 
Department of Labor 

Federal Bureau of Investigation 
War Production Board 

Office of Price Administration 
War Manpower Commission 
National War Labor Board 
Office of Defense Transportation 
Bureau of Internal Revenue 
War Food Administration 
Reconstruction Finance Corporation 
National Labor Relations Board 


Supreme Court of the United State- 


Foreign Economic Administration 
Office of War Mobilization 

Office of War Information 
Smaller War Plants Corporation 
Maritime Commission 

War Shipping Administration 
National Housing Agency 

lL. S. Tax Court 

Selective Service 

Securities and Exchange Commission 
Veterans’ Administration 


Office of Surplus Property 
Administrator 


Office of Alien Property Custodian 
National Mediation Board 


Office of the Coordinator of 
Inter-American Affairs 


Social Security Board 
Office of the Rubber Administrator 
Petroleum Administration for War 
L. S. Federal Courts 


Congressional Committees 


Bureaus, Agencies & Authorities of 


the Federal Government 


90°, of the subseribers read The 


Lnited States News from cover-to- 


cover because 


its authentic. 
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States News 


(200,000 GUARANTEE) 
The Direct Route to 
those who O. K. both 

corporate and family buying 
* 
Daniel W. Asiile 


ice President in Charge of Advert 


30 Rockefeller Plaza, New York 20, N.Y 
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Kalamazoo Stove 
to Make New Unit 
Every 20 Seconds 


Kalamazoo, Mich., Oct. 28.- A 
new stove or furrmjace will come 
off the assembly line every 20 
seconds at the Kalamazoo Stove & 
Furraace Company, Arthur L. 
Blakeslee, president, said last 
week in outlining the company's 
postwar plans. 

The company is spending more 
than $2,500,000 in retooling and 
redesigning its production line 
for mass production, and a di- 
rect-to-dealer mass distribution 
system will be built up. For 4 
years Kalamazoo sold oaly by 
direct mail and through factory- 


owned stores. 

Kalamazoo's line will iaclude 
gas and electric ranges, combin- 
ation raages, coal and wood 
ranges, heating stoves and coal 
furnaces. Oil and gas warm air 
heating units will also be avail- 
able, aad for the first time, 
refrigerator andwashing machines 
will be added to the Kalamazoo 
line. 


Plans Sales Clinic 


The postwar program iacludes a 
two-week sales training clinic 
at the home plant to refresh 
dealers in store organization, 
merchandising, advertising, ac- 
counting and sales methods. Com- 
pany engineers will interpret 
technical features of the units 
and home economists will demoa- 
strate the models ia use. Retail 


salesmen will be trained is 
stores by a traveling sales 
training staff. 

Sales promotioa will include 
literature, cooking school dem- 
Onstrationas and circulating 
kitchen window displays, and na- 
tional aad local advertising 
will be continued. 

Fulton, Morrissey Company, 
Chicago, is the agency. 


Ohio List Elects 

R. EB.” Dix of the Wooster 
Record has beer reelected 
presideat of the Ohio Select 
List of 49 daily sewspapers. 
Also reelected were L, R. Heminger, 
Findlay Republican Courier, 
vice-presideat, and F.W. Spencer, 
Newark Advocate, secretary- 
treasurer. 


Advertising Age, October 29, {04 


Clark to Assist Odell 
Harold F, Clark, formerly a 
promotion executive with Mac- 
fadden Publications, and more 
receatly with Motion Picture 
Advertising Service, Comptoa Ad- 
vertising, Inc., and Good House- 
keeping, has joined Fawcett Pub- 
lications as assistant toBliott 
Odell, advertising director. 


Schenley Buys Carioca 
Schenley Distillers Corpora- 
tion, New York, has purchased 
Compania Ron Carioca Distileria, 
San Juan, P. I., producer of Rum 
Carioca, asd Americaa Spirits, 
Inc., New York, importer. The 
acquisition adds a rum aad the 
Balzac Cordial line to the 
Schealey list. Al Paul Lefton 
Company now handles Carioca. 


LAY THEIR KIND OF MUSIC 
AND THEY'LL LISTEN 


The Victorian parlour performer knew the secret of enthralling an audience. She picked her 


audience and selected the music for that special audience. This same “salon technique’’ ts 


applied to Haire business papers so thal each is unique in its field. Each of the eleven Haire 


publications is designed for an exclusive audience—an audience inlerested in a specific market 


and in all phases of retailing in that one market. Therefore, when you advertise your 


products and services in your particular Haire publication, your message gets and holds the 


undivid 
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attention of the specific audience you want lo reach. 
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Victor, Victrola 
Drive Announced: 
Campaigns Mapped 


RCA Victor home inst rime, 
division, Camden, N.J.. wil 
open the advertising and orom 
tion campaign for postwar +adio, 
and Victrolas with a two-pag 
color spread iam the Nor, 9 
issue of Life. Supplementary 4; 
featuring the nine models as 
well as RCA Victor's tirade. 
mark name, Victrola, will folj, 
in Collier's, Country Gent / oman 
Farm Journal, Harper's Bazear| 
Look and The Saturday Evenin 
Post. October business papery 
are introducing the new line ty 
the trade in two-page color ads, 
and the Sunday afternoon radi, 
program on NBC also carries a). 
nouacemeats on the new instry 
ments. 

During November aad December, 
an experimental outdoor advertis 
ing drive is plaaned to featur: 
the Victor dog at first, 4x 
later a new Victrola "comia 
your way" in time for Christm 
shopping. 


Introduces ‘Golden Throat’ 

RCA Victor's three-way acousti- 
cal system, the "Goldens Throat,' 
also will be introduced, anda 
merchandise becomes available i 
dealers, special copy will b& 
run for the system. Estimate 
retail prices, exclusive of fed 
eral excise taxes and subject t 
OPA price fixing, range fro 
about $25 for atable model radi 
to about $200 for a radio-phon 
graph console Victrola. Anothe 
new model will be the personal 
radio, small enough to fit in 
top-coat pocket aad weighis 
8 1/2 pounds. J. Walter Thompso 
Company, New York, isthe agency, 


.-- Advertisers placing orders 
through National Advertisiny 
Service, Inac., college newspaper 
representative, this fall in- 
Claude Longines-Wittnauer Watch 
Company, for insertions in more 
than 200 college newspapers; 
Liggett & Myers Tobacco Company, 
80-inch ads in 200 college papers 
for Chesterfield, and Fawcett 
Publicatioas, 80-inch ade for 
True Magazine in more than 100 
college papers. 


Adds Dailies for Radnai 

--+Radaai Iacorporated, Phils- 
delphia, maker of Radnai Grease 
less hand cream, has started 4 
26-week campaign in daily news- 
papers to supplement its currest 
radio program Al Paul Le!tos 
Company handles the account. 

.+-Nine models of Admiral ‘or 
poration's radios and radio- 
phonographs will be featured it 
the company's November and Deca 
ber campaign in more thas 9% 
newspapers. 

-+-Thirty radio stations is the 
Midwest, South aad West (vas! 
are being used by LaMaur Prodocts, 
Inc., Minneapolis, to promote 
its sew Modart Fluff cream ©) 
poo. Daytime musical spots 444 
nighttime newscasts are pre*es'- 
ed. The radio drive, hasdleé 
through McCana-Ericksoa, °°: 
Minmeapolis, will be expended 
nationally after Jan. 1. 


Hawkins’ Son Dies 

Peter B. Hawkins, 10, only 5° 
of Mr. and Mrs. Fraaklyn R ‘4 
kins, died recently ia St. “i* 
ceat's Hospital, Toledo. “"* 
Hawkins is advertising mac«s* 
of Libbey-Oweas-Ford Glass 0 
pany. 


Secretary Appointed 

Miss Birtie A. Jobnson, ‘°° 
viously with the American [*°'* 
tate of Laundering, has °° 
appoiated headquarters secre‘*"! 
of the Americas Public Rela: °** 
Association, Washington. 
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In any picture of your market... 


The Medern Half is the BeHer Half ! 


Have you ever watched women shop? 


Older women go easy. Their brand prefer- 
ences were set long ago. They rarely spark to 
something new. Their needs are waning. 


But younger shoppers—what a difference! 
Their needs are many; their minds are open. 


Dell Modern Group 


n 


They're eager to try—quick to buy—new 
clothes, cosmetics, foods, furnishings. 


Does your advertising miss this younger, 
modern market? Could you use 3 million active 
buyers? 


Put your story in Dell—and sell! 


reaches the Modern Market 
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Cory Names A.M.; 
Other Companies 
Appoint Officers 


«++N. H. Schlegel, formerly 
with the War Department as assis- 
tant chief of the iaspection 
branch of the Chicago Ordaance 
district, has been appointed ad- 
vertising manager of Cory Glass 
Coffee Brewer Company, Chicago. 

-++Lt. George L. Martia, re- 
cently discharged from the Navy, 
has rejoined Federal Electric 
Company, Chicago, as sales rep- 
resentative in Chicago. 


Aerovax Appoints Balsam 

-.+George Balsam, formerly 
accouat executive of Rickard & 
Co. and 0. 8. Tyson & Co., New 
York, has been appointed adver- 
tising manager and director of 
sales promotioa of Aerovox Cor- 
Poratioa, New Bedford, Mass. 

-+.- Charles Lappen has been 
named advertising manager of 


Baglaader Company, lInc., which 
has moved its office from New 
York to Chicago. 

-++Robert A. Comger, formerly 
in charge of catalog order office 
developmesat of Spiegel, Iac., 
Chicago, has been appointed 
operating manager of Bacyclopedia 
Britammica, Chicago. 

-+-Latt Maxcy, Frostproof, 
Fla., has been appointed a mem- 
ber of the Florida Citrus Com- 
mission's advertising committee, 
succeeding C. C. Commander, 
Tampa, who resigned. 

..»Walter P. Margulies, direc- 
tor of interior desiga of J. 
Gordoa Lippiacott & Co., New 
York, has become a partrer in 
the company. 

.++Daniel J- Mahoney, formerly 
account executive with Barle 
Ferris Company, New York, has 
been appointed copy director of 
Seagram Distillers Corporation, 
New York. 


Bendix Names Layng 
..-Graat Layag, receatly re- 
leased as a colonel by the Army, 
has bees appointed manager of 
the apartment house and builders 


divisioa of Beadix Home Appli- 
asces, Iac., South Bead, Ind. 

-..W. H. Henry, manager of the 
notor division, which now Bas 
been separated iato four divi- 
sioags aad one section, has been 
appointed assistant manager of 
the iadustrial divisioas ia 
charge of motor business, ¢@f 
General Blectric Company, Schea- 
ectady, N. Y. 8B. A. Greens has 
beea made general assistaat, aad 
D. B. Moorhead, assistant to Mr. 
Heary. The following divisios 
managers have been appointed: 
A. W. Bartling, manager, frac- 
tional-hp motor division; Blliott 
Harringtonm, manager, iaductioa 
motor division; J. T. Farrell, 
manager, D-C motor division, and 
P, A. McTerney, manager, synchroa- 
ous, large D-C and gear-motor 
division. 

..-.Gilbert C. Clarke, rformerly 


im charge of expert advertising 
of Kellogg Company, Battle Creek, 
Mich., has been appointed adver- 
tising aad sales promotion 
manager of Standard Brands Ltd., 
Moatreal. 

---Bdwie A. Hamala, receatly 


‘released from the Army, has re- 


turaed to the positioa of adver- 
tising manager of Blectric Vacuum 
Cleanser Company, Cleveland. 

-+-Clayton Whitemas, manager, 
has been elected presideat of 
Certified Grocers of California. 
Other appointmcats are: Campbell 
Stewart, Ist vice-presideat aad 
general manager; Murray Yuaker, 
2nd vice-presideat; Vera Camp- 
bell, secretary aad Raadolph 
Price, treasurer. 


Canadian Changes Made 

..- Thomas P. Hord has been 
appoiated general sales manager 
of Stromberg-Carlson Company 
Ltd., Toroato, maker of radio, 
P equipment aad telephones. 


-.Michael J. Isman has been 
Made assistaat general sales 
manager of Bmpire- Universal 
Films Ltd., for Canada. 

..-Gordoa Farr, who has been 
oa leave of absence with the ia- 
formation branch, Casadiaa War- 
time Prices and Trade Board, has 
returned to Hobart Mfg. Company 
[Eta Toronto, as district sales 

anager. He will combine his 
former duties as advertising aad 
sales promotion manager with the 


; 
, 


o% : Y , pe wok _~ 


» 


“That always happens when a space buyer comes along”’ 


And it’s easy to see why Solid Cincinnati reads The Cincinnati Enquirer. 
It’s the city’s brightest, most alert newspaper. Modern. Streamlined. 
Edited for easy reading. Packed with the nation’s best features. Checked 
by continuing reader surveys that assure readers of more of the things 
they like most, fewer of things they like less. Appeals to... reaches... 
and influences the kind of people YOU want to appeal to, reach and 
rising, is it, that The Enquirer carries more adver- 


influence. Not sur 


tising than any ot 


) 
oe Cincinnati newspaper? 


The Cincinnati Enquirer is represented by Paul Block and Associates 


catrem mencmanrs 


2S 


MORAINE PRODUCTS 


PUBLIC RELATIONS--This ad, one 
of a series which has been ap. 
pearing in Dayton, O., news. 
papers for Moraine Product, 
division of General Motors, 
deals with the company’s res. 
ponsibility to employes and 
the hope for expansion with 
the view to full employment, 
Parker Advertising Co. ,Dayton, 
Prepared the series. 


mm 


supervision of sales ia the Tor- 
onto area. 


Named Sales Manager 

.-»Howard N. Walters, director 
of industrial development, 
British Columbia Blectric Rail- 
way Ltd., Vancouver, B. C., has 
been appoiated acting general 
sales manager. 

-++Thomas J, Lipton Ltd., Tor- 
Outo, has been appointed sales 
ageat throughout Canada by Bov- 
ril (Casada) Ltd., Moatreal. 

-..L. A. Wendling has bee 
made assistaat saies manager of 
Staadard Tube Compaay Ltd., Wood- 
stock, Ont. 

.+Heary H. Hewetsoa, vice- 
President, has beea elected 
presideat of Imperial Oil Ltd, 
Toroato. Frank W. Pierce, direc- 
tor, has been elected chairma 
of the board. Both offices were 
formerly held by the late R. J. 
LeSueur. 

-++ Lt. Comdr. Scott Fyfe has 
resumed his position as adver- 
tising manager of Canada Life 
Assuraace Company, Tororto. 

«.-Robert M. Gisser, general 
manager, has been appointed 
presenee* of Federal Outfitting 
ompany, Sana Fraacisco, which 
operates 21 stores in Californias 
aad Nevada. 


Mies Bolway Advanced 

-+Reth Ann Bolway for 18 
moaths assistant peblicity di- 
rector of Shultoa, Iac, New Yort, 
manufacturer of toiletries, iss 
beea promoted to publicity direct- 
or, succeeding Miriam Gibsor, who 
has resigned. 

..-Bdward D. Lane, with Lamost, 
Corliss & Co., New York, since 
1983 as sales representative is 
Atlanta, has been appointed 
sales promotios manager. 

..- George H, Tulley has bees 
named assistant sales manage: 0! 
the Metals Refining Company »'- 
visioa of Glidden Compaay, ‘sr 
moad, Ind. 

... Ben Rosenbaum, forme'!) 
with the Des Moines Regis'*' 
aad Tribune advertising depart- 
meat, has been samed advertis 
manager of Davidsoas, Des Mois#* 
departmeat store. 

-+.Alfred D. Bell Jr. bas «¢ 
joined the Hammond Lamber Comps); 
Saa Frascisco, as redwood divis 
sales manager, after spending |! 
moaths overseas with the Nav) 

-»-Lee LeClerq, for 10 yerr 
in the sales departmeat of Mc ct 
Brush Mfg. Company, San Fraac ®- 
co, has beea appoiated ss * 
manager. 


WPOR To Join American 
WPOR, Portland, Me., oa Fe: 
1, 1946, will join Ameri«** 
Broadcasting Company as a ba’'< 
outlet. Owned by Centens’*! 
Broadcasting Company, the stat. °* 


operates on 1456 kc., 250 wat’: 
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Pa Advertising Age, October 29, 54. 
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Look! Amazing Outlets For Quick Sales Among Millions 
of Home-Owners You Don't rt Reach Any Other Way! 


HIs is one of the most amazing distribution stories 
to come out of postwar reconversion. 
Surveys have uncovered many a hidden “sleeper mar- 
ket.” 
But never before has anyone uncovered thousands of 
top-flight retail dealers that were there all the time. 
* * * * * 


This quick-action “sleeper market” has been pioneered 
by us and by a few enterprising manufacturers. It is a 
natural and inevitable development, originally inspired 
by the prewar depression. It may be a surprise to you. 
It is no surprise to us, because we have helped foster 
this amazing distribution trend for years. 
Here are the facts: For many years, America’s annual 
building market was enormous. Over 10 billion dollars 
of new construction—homes, public works, commercial 
buildings, plants, maintenance, repairs of all types, 
Went up in 1939 alone. 
Pearl Harbor put a big crimp in all this. But all through 
the war years, we kept our finger right on the healthy 
pulse of the whole building industry—with special em- 
phasis on America’s postwar homes and the men who 
we knew would build and equip them: America’s prac- 
builder-contractors, and America’s lumber and 
ling material dealers. 
indertook to survey this market. We went straight 
ie men who know—the same building material deal- 
who will supply and equip this enormous postwar 
truction. 
he survey proved conclusively what we knew all along— 
t over the years since post-World War I, these deal- 
have been gradually expanding their lines and their 
re selling operation, until the term “lumber and 
ling materials dealer” is a misnomer; just as much 
misnomer as a drug store, stationery store or radio 
iler. 


Today, these so-called “lumber and building material 
dealers” are actually one-stop, cash-and-carry, over-the- 
counter retail outlets for almost everything used to 
build and equip a home. Not only wallboard, roofing and 
siding, lumber, insulation, plywood, screens and doors, 
stock millwork, wood lath, tileboard, builders’ hardware, 
paints, storm sash, window glass, mason materials, 
asbestos and wood shingles, garage doors, kitchen cabi- 
nets and the like, but everything else from a flashlight 
to a fly-swatter. 

And here is the top set of facts our survey uncovered: 
Exactly 17,150 of these dealers plan to spend $124,887,- 
560 to remodel or build new yards, stores or offices, con- 
taining beautiful, modern display rooms worthy of 
any department store. THEY ARE GOING TO SELL 
ELECTRIC APPLIANCES, RADIOS, ELECTRICAL 
SUPPLIES, LINOLEUM, TOOLS, AND A HOST OF 
CONSUMER LINES THEY NEVER HANDLED 
BEFORE. AND GET THIS: ELECTRIC HOME 
APPLIANCES HEAD THE LIST! 


* * * * * 


In the first 10 years of postwar, 15,000,000 families 
will buy new homes and at least 15,000,000 more 
will remodel, renovate, redecorate. These solid, substan- 
tial building material merchants, community leaders 
all, are planning for electric appliance and home prod- 
ucts selling because they know that to their new, beauti- 
fully planned showrooms and appliance departments 
will come the most alert, the fastest-buying home- 
owners in America. 


Here is the market with the ready money and the state- 
of-mind to equip 15,000,000 postwar homes with every- 
thing new from cellar to eaves. With no major changes 
in your present distribution set-up, you can get into 
this great market now. If you make a new postwar appli- 
ance or home product, and find that competition already 


Building Suppry News 


59 East Van Buren Street, Chicago 5, Ill. 


HOW THE BSN SURVEY AND POSTWAR SHOWROOM 
CONTEST SPOTLIGHTS GREAT NEW “HIDDEN MARKET” 
FOR ELECTRIC APPLIANCES AND HOME PRODUCTS: 
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First Prize-Winning BSN floor plan of Stebbins-Anderson Co., 
Cockeysville, Md., showing how lumber and building material 
dealers are now starting to display, demonstrate and sell home 


products in departmentalized “island displays.” 


has top distributors and retail outlets sewed up, you can 
build quick action and quick sales, without impairing 
future expansion through distributor-dealer merchan- 
dising. Get in touch with us and let us advise you. 

Those are the facts. Details are yours for the asking. 

* * * ¥* * 

Building Supply News is FIRST among these dealers in 
circulation, advertising volume, editorial influence and 
leadership. Circulation 12,255 ABC, each a lumber and 
building material dealer, 74° of whom are located in 
towns of less than 25,000 population. These primary 
dealer-readers route their copies to key employees for 
a total of 45,343 extra readers per month. Yet a 12-page 


black-and-white program still costs only $2,290. 
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FURST 1 THE 
OUMOlNG MATERIAL 
MARKET / 
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Drugs at Prewar 
Level or Lower, 


Wholesalers Told 


Chicago, Oct. 23.- Despite a 
tise in general living costs av- 
eraginag 31%, most esseatial 
drugs and medicines are selling 
at approximately the same levels 
as before the war, aad in some 
cases below prewar levels, Dr. 
B. L. Newcomb, executive vice- 
presideat, Nationaal Wholesale 
Draggists' Association, told 
Mississippi Valley drug whole- 
salers at a meeting here yester- 
day. 

He cited the following examples: 
Vitamias, dowa 15 to 20%; sulfa 
drugs, reduced one-third to one- 
tenth of their original prices; 
penicillia, a 100, 006-unit vial 
which originally cost $20, sow 
sells for $% aad packaged medi- 
cines, with advertised brands 
remaining at prewar prices. 

Dr. Newcomb said that the three 
factors responsible for the ia- 


dustry's ability "to hold the 
line against iaflation ia spite 
of higher costs of raw materials, 
higher wages and added taxes on 
such essential ingredieats as 
alcohol" are the operation of the 
fair trades laws, ecosomies in 
jmanufacture aad lower costs of 
distribution resulting from ex- 
teasive research iato methods of 
operation by wholesalers aad re- 
tailers. 


Starts Keystone Test 

Reader's Digest Association, 
Inc., Pleasaatville, N. Y., on 
Oct. 29 starts a test campaiga 
of one-miaute announcements for 
Reader's Digest on a portion of 
the Keystone Broadcasting System 
wired network. Ageacy is Batten, 
Barton, Durstine & Osbora, New 
York. 


Pitney-Bowes Expands 
Pitaey-Bowes, Iac., Stamford, 
Coas., maker of postage meters 
aad mailing machines, plaas a 
$1,300,000 expansion program, 
iacluding coastructioa of a 


$700,000 plant. 


‘SnowCrop’Frozen 
Foods Hit National 


Market Next Year 


(Picture on Page 31) 


New York, Oct. 24.- A group of 
noa-competitive fruit aad vege- 
table producers has organized 
Saow Crop Marketers, Iac., to 
market "a complete lise of frozen 
fruits aad vegetables uader the 
Snow Crop label." 

J. I. Moone, former divisioa 
sales manager of Bird's Bye- 
Saider, Inac., New York, as presi- 
dent of the new company, aaaoun- 
ced that sufficient production 
is available foraational distri- 
bution starting with 1946 packs. 
National advertising in major 
media is planned during 1946, 
with Maxon, Inc., New York, 
mamed as agency. 

Regional merchandising and 
sales offices will be maintained 
in five cities to serve whole- 
sale distributors onan exclusive 


MARKETERS -- Peter Holton, vice-president of Maxon, Inc... 


N. B. Barclay and J. I. Moone, 


vice-president and president, 


respectively, of Snow Crop Marketers, Inc., New York, ney 
marketing organization of fruit and vegetable producers. 


franchise basis. 
Vice-president of the new firm 
is N. B. Barclay, former associ- 
ate merchandising manager of 
General Foods Sales Company. 
Maxson Food Systems, New York, 
which announced its entrance in- 
to the frozen food field in May 


with Sua Valley products (ii, 
May 7), and is already well knows 
for the Maxson Sky Plate of par- 
tially pre-cooked foods served 
On major airlines, will enter 
the consumer market in about two 
Months with fresh frosted shoe 
string andFreach fried potatoes, 
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or new heating stove. 


29 % Oil burning furnace 
16% Gas burning furnace 
16% Oil stove 


8 % Stoker 


5% Wood stove 
3% Other 


3. WHAT TYPE OF FUEL 
NOW USE? 
53 % Coal 


29% Oil 7% Gas 


SALES PLANNING 
_ BULLETIN N0.@ 


132,500 Hot Prospects 


MINNESOTA POLL* finds 18% of state’s 
735,000 families in market for new furnace 


1. ARE YOU PLANNING TO BUY A 
NEW FURNACE OR HEATING STOVE 
WITHIN 3 YEARS AFTER THE WAR? 


eee eee eee eee eee ee ee 


eee eee ee 


(Cities—more than 2,500 pop. 
Towns—less than 2,500 pop.) 


2. WHAT KIND OF EQUIPMENT ARE 
YOU THINKING OF BUYING? 


15% Furnace, hot air, hot water 


8% Gas burner for present furnace 


17% Wood 6% City supplied 


(Some families use several types of fuel) 


4. OF THOSE USING COAL FOR HEAT, 
16% HAVE A STOKER. 
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According to Dudley Rollinson 
Company, New York agency in 
charge, five-color counter dis- 
plays have already been prepared 
for the initial two products, 
and national advertising in news- 
papers aad radio will start soon 
after the first of the year. 

The ready-cooked foods Maxson 
will distribute will be promoted 
by the slogan "From the same 
kitchen as the famous Maxson Sty 
Plate.” The first potato pact- 
ages are shown in counter dis- 
plays with a Sun Valley motif. 
Packagiag problems have so far 
been holding up widespread dis- 
tribution. 


Midwest Radio 
Makers Ready 
Vest-Pocket Sets 


(Pictare on Page 31) 


Chicago, Oct. 24.- Belmont 
Radio Corporation today assounced 
it will manufacture a five-tube 
superheterodyne portable radio 
receiver that weighs only |0 
ounces, including batteries. The 
midget set, for pocket or purse, 
attains its high quality recep- 
tion through the use of tubes 


jmade by Raytheon Mfg. Company, 


New York, developer of the radar 
proximity fuse. 

The individual tubes used ia 
the Belmoat pocket radio together 
weigh about a half ouace and oc- 
cupy less than acubic iach total 
volume, yet perform all the func- 
tions of normal size tubes found 
in coavential superheterodyre 
radios, the company says. 

Belmoat's miniature sets wii! 
be finished ia solid gold, ster- 
ling silver, plain or two-tonse 
metal, im morocco, pin sea, 
alligator, pigskia, suede -¢ 
other leathers. The sets wiil 
retail for about $30. The com- 
pany expects to have the line (1 
retail shops by Christmas time 

Seatinel Radio Corporatio 
Evanston, I11., meanwhile, 
making every effort to have i' 
own pocket receiver, a 12-ous° 
model announced last summer (//, 
July 12), ready forthe Christm: 
season market. 
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"Grocery Facts' Published 

"Grocery Merchandising Facts, 
for more profitable sales in t'e 
greater New York market, b-«® 
just been published. Writtea §/ 
Paul Sayres, New York foo* 
broker, the booklet carries di 
cussioa of some of the majo 
problems in merchandising in t*® 
metropolitan market and i! 
lustrations iadicate the sco!°® 
of the areas he discusses. Copi~’ 


@ Star-Journal (evening) and 
@ Tribune (morning)—over 360,000 
@ Sunday Tribune—over 400,000 


may be procured without chare® 
from the Paul Sayres Compan) 
New York. 
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Australian Study 
Shows Rise in Ad 
Linage Over 1944 


Sydney, Australia, Oct. 19.-A 
gain of 26.2% in 1945 over 1944 
advertising linage in 20 large 
Australian metropolitan newspa- 
pers was disclosed in a recent 
survey published by Newspaper 
News, Australian advertisers' 
monthly journal. The analysis 
for the year ended June 30, 1945, 
shows how continued easing of 
newsprint resulted in a return 
towards normal advertising con- 
ditions. Total 1945 linage 
amounted to 3, 186,641 inches, an 
increase of 663,949 over last 
year. 

Leading proprietary advertisers 
in city newspapers in the past 
year included Lever Bros., with 
65,004 compared to 56, 498 inches 
in 1943-44; W.D. & H.O. Wills 
Ltd. with 24,959, compared to 
21,358 inches the previous year, 
and Clinton-Williams, Colgate- 
Palmolive, E.C. De Witt & Co., 
and Nestles & Anglo Swiss, each 
showing substantial increases. 


Classified at Top 
Similarly to last year, class- 
ified and retail advertising 
headed the list for metropolitan 
dailies. Classified totaled 
1, 261,868 inches during the year, 
against 1,029,966 the previous 


year. Retail in '45 totaled 
499,410, as against 378, 966 
inches in ' 44, 


Total column inchage used in 
25 selected city weeklies also 
showed an increase over the pre- 
vious year,.with retail and pro- 
prietary advertising heading the 
list. 

An outstanding gain was shown 
in gas and oil advertising, which 
jumped in metropolitan newspapers 


from 3,293 inches for a daily 
average per paper of 0.7 in 1944 
to 10,869 inches or a 5.6 aver- 
age in '45, and which rose in 
weekly newspapers from 9, 574 or 
a per paper average of 7.3 in 
1944 to 17,118 or a per paper 
average of 13.2 in 1945. 


Re joins ‘Family Circle’ 

Palmer K. Leberman, discharged 
from the Navy, has resumed the 
presidency of Family Circle, Inc., 
Newark, N. J. 


Dairy Council 
Increases Budget 


Chicago, Oct. 23,- The Nation- 
al Dairy Council will spend 
about $180,000 in the next 12 
months in a consumer eduction 
and research program in b.half 
of all branches of the dairy in- 
dustry. The amount repr sents 
an increase of 80 to 40% over 
council promotion of dairy prod- 
ucts generally in the current 
fiscal year ending Nov. 1. No 


advertising campaign is planned. 

The greatest increase in ex- 
penditures will befor education- 
al literature to be sent to home 
economists, schools and colleges. 
Some of the increase will go in- 
to salaries and expenses of new 
staff members doing research 
work and acting as liaison with 
affiliated organizations. 

In addition to money spent for 
general research and educational 
work, several hundreds of thou- 
sands of dollars are spent annu- 
ally through the council by af- 
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filiated butter, cheese and other 
groups for promotion of specific 
dairy products. 


Textron Spends $900,000 
Textron, Inc., emphasizing the 
slogan, “From yarn to you," is 
spending $900,000 this year in 
color pages and spreads in 12 
magazines and $1,000,000 for the 
Helen Hayes show on CBS, John 
Alden Spooner, vice-president, 
told the Sales Executives Club 
of New York last week. J. Walter 
Thompson Company is the agency. 


...before you make 
that Survey! 


“Making a survey” is far more than 
asking questions and counting answers. 


The facts you are seeking are so vital 
that you need the experience of an 
organization specializing in market 
research. 


Nowhere in the middle west can you 
find a service as complete as that pro- 


vided by STATISTICAL Research 


Company. 


For sound planning, capable nation- 
wide or local field interviewing, intelli- 
gent coding and editing, accurate tabu- 
lations and authentic findings, it will 
pay you to call on this complete market 
research organization before you make 
“that survey.” 


Write for details on our 7-point service. 


cream of the market. 


AMERICA’S 


More than 20,000,000 men make a mighty market— when they’re active 
men who spend lots of time and lots of money on fishing, hunting, 
camping, boating or a// these outdoor sports. But in any group there 
are leaders—men of authority and influence, the “top of the bottle”, 


Required equipment (and lots of that!) is never enough. They want 
and they buy the best in radios, cars and refrigerators, planes and cruisers, 
deep freeze equipment, clothing and cameras! And their choice in out- 
door publications, naturally, is the magazine of authority and influence 
in its field— a “point to honor” ia mapping your sales program. 

THE FIELD & STREAM PUBLISHING CO., 515 Madison Ave., New York City 22 


Field 


GG 


NUMBER ONE 


Editorial leadership is the soundest background for 
advertising leadership. That's why Field & Stream 
celebrates its 50th Golden Year as America's first 
choice among active, 


key sportsmen—and its 35th year 


as the number one selection of advertisers—every year. 


Over 300,000 of the cream of American sportsmen —a 


MAGAZINE 


richly responsive group—enthusiastically follow Field & 
Stream—read it with religious zeal and thoroughness. 


Thrilling films from Field & Stream's famous Fish- 
ing and Hunting Motion Picture Library, the only 
one conducted by a sportsman’s magazine, entertain 
millions of sportsmen—"' manufacture" countless NEW 
Sportsmen every year. 
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Procter & Gamble 
Names Ralston; 
Others Appointed 


G. A. Ralston has been appoin- 
ted director of radio in charge 
of nighttime programs of Procter 
& Gamble Company, Cincinnati. 
W. M. Ramsey continues as direc- 
tor of radio in charge of the 
manufacturer's daytime programs. 

--»Harold L. Saxe, for 15 
years advertising manager of Lit 
Brothers, Philadelphia, has been 
appointed publicity director for 
the store, effective Jan. 1. 

-+-Col. Lowell P. Weicker, re- 
cently deputy director of intel- 
ligence on the staff of Gen. 
Carl Spaatz, has returned to his 
former position as president of 
E. R. Squibb & Sons, New York. 

.»»Harry A. Lawrence, branch 
manager of Telautograph Corpora- 
tion, New York, for the past 24 
years, has been transferred from 


Cleveland to Newark. Edward C, 


Campbell succeeds him. 


Goodman Appointed 


.«--Maj. Alfred J. Goodman, man- 
power and labor relations officer 
of the Army air forces, has been 
named assistant executive secre- 
tary of Brewers Board of Trade, 
Inc., New York. Major Goodman 
was formerly secretary of Print- 
ers League, division of New York 
Employing Printers Association. 

...Fred J. Braun has been ap- 
pointed assistant advertising 
manager of Jacob Ruppert, Brewer, 
New York, in charge of an expand- 
ed program of public relations 
activities. 

.-.Bernard T. Miller, formerly 
with Glidden Company, Cleveland, 
has beennamed general production 
manager in»charge of all produc- 
tion, research and laboratories 
of Flavor Service Corporation, 
Chicago. 

..-.-Gustav S. Swanson hasbeen 
appointed sales manager of Oscar 
W. Hedstrom Corporation, Chicago. 

«.-Clyde Edmondson has resumed 


the position of general manager 
of the Redwood Empire Association, 
San Francisco, after three years 
of active naval duty in the Pa- 
cific. 

---E W. Isenhower, formerly 
district merchandise manager of 
Westinghouse Electric Supply 
Company, has been made manager 
of the southern California dis- 
trict of the home radio division, 


Westinghouse Electric Cor- 
poration. 
-»»Aile J. Kelley, formerly 


with Department of Agriculture's 
processed food division, has been 
named home economist in charge 
of test kitchens of National 
Pressure Cooker Company, Bau 
Claire, Wis. 


Goes to Bendix 


.»- Milton Monroe, formerly 
with Gardner Advertising Company, 
Chicago, has been appointed sales 
and advertising manager of Say- 
man Products Company, St. Louis. 

.-+M. R. Rodger, customer 
service and sales manager for 
Middle West Service Company, 
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Chicago, has been appointed 
utility sales manager of Bendix 
Home Appliances, Inc., South 
Bend, Ind. 

..- Paul H. Downing, recently 
released from the armed forces, 
has been appointed national 
builder sales manager for oil 
burner sales of Delco Appliance 
division of General Motors Corp- 
oration, Rochester. C. A. 
Connolly, with the company for 
17 years, has been named national 
sales manager for water systems. 

...G Harold Fritzlen, in 
charge of production in the ad- 
vertising department for 12 years, 
and John F. Engelke Jr., copy 
chief, have been named assistant 
advertising managers of Abbott 
Laboratories, North Chicago, I11. 


Owl Drug Names A. M. 

.. Newton Cunningham, formerly 
secretary-manager of the San 
Francisco Junior Chamber of Com- 
merce, has been named advertising 
manager of Owl Drug Company, San 
Francisco. Mr. Cunningham suc- 
ceeds Josh Hogue, who has joined 


“No shows in Evansville ...so we go to Louisville or St. Louis or In- 
dianapolis .. . and while we're there, we buy.” 


That's what folks told our circulation men in many a Tri-State town. So 
the Courier and the Press brought Broadway to Evansville. Today they 
sponsor the latest hit shows on tour as well as a morning series for women 
with all the great and near great in every field of endeavor. 


A vast army of artists, from Charlie McCarthy to Grand Opera Stars, all 
come to Evansville regularly and in season. 


The 1945 winter season included such leading entertainment as “The 


Gypsy Baron,’ 


ADDRESS 
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NATIONAL 


ono 


‘“Blossom Time, 


Sons of Fun,” 


“Kiss and Tell,” “Ballet 


Russe de Monte Carlo,” Rise Stevens, and 
others. No effort is made to make a profit. 


like it. 


The Evansville 


THE EVANSVIL 


Che Sunday Courier and Press 


ADVERTISING DEPARTMENT, 


But 88,000 subscribers and their families 
.. and the public is served ... and 
everyone profits. Just serving the public has 
built a great following of warm and admir- 
ing readers whose confidence in the Cour- 
ier and the Press also carries through to the 
products advertised in their columns. 


LE COURIER 
Press 


SCRIPPS-HOWARD NEWSPAPERS 


Scene from the popular light 
opera, “The Gypsy Baron,” which 
drew trade to Evansville from 
miles around. 


Rise Stevens, opera and screen 
stor, 
Evansville's top-flight, 
entertainment. 


another recent feature in 
diversified 


Ruthrauff & Ryan, Hollywoo. 


account executive. > 

-.-D. W. Horton, formerly ag 
sistant manager of the kiiche, 
planning department, Westing ous, 
Electric Corporation, Mans? joj, 


0., has been appointed Manager 
of the kitchen cabinet diy Sion 
of Frigidaire division, Genera) 
Motors Corporation, Dayton, 9. 


Heads Research Work 

..-Grace B, Rinard, formerly 
supervisor of home economics of 
Lansing, Mich. schools, has bee, 
named supervisor of testin» ang 
research work of Home Economics 
Institute of Westinghouse !er. 
tric appliance division, 
field, 0. 

--+G, Taylor Myers, recently 4 
lieutenant colonel in the Army 
has returned to his position as 
sales manager of the Manhattay 
branch of White Motor Company 

-+» Michael Schwarz, formerly 
director of the WPB copper diyi- 
Sion, has been appointed market 
advisor of Bridgeport Brass Com- 
pany, Bridgeport, Conn. Charles 
B. Homer, who left the company 
to serve in the Navy, has re- 
turned as sales promotion mana- 
ger. 


Mans- 


Named Sales Promotion Hea 


«eeCharles A. Reinbolt Jr., 
formerly account execttive of 
Jam Handy Organization, Detroit, 
has been appointed sales prom- 
tion manager of American Central 
Mfg. Corporation, Connersville, 
Ind. 

«+. William S. Allen, formerly 
vice~president of Marathon Foun- 
dry & Machinery Company, Chicago, 
has been named sales manager of 
the Winchester Repeating Arms 
Company and Bond Electric Corpor- 
ation divisions of Olin Indus- 
tries, Inc., New Haven, 
He has also been named assistant 
sales manager of the company's 
Western Cartridge Company divi- 
sion. 

-eeT. J. Kenna has been ap- 
pointed Chicago district manager 
of Proctor Electric Company, 
Philadelphia. Other appointments 
are: Walter Kelly, Philadelphia 
district manager; J. C. Ivy, 
Denver district manager, and 
Truman W. Ball, San Francisco 
district manager. 

... Luther K. Bowman, president 
of Pennsylvania Canners Assoc ia- 
tion, has been made manager of 
the Juniata plant of Chef Boy -‘r- 
Dee Quality Foods, Inc., Milton, 
Pa. 


Conn. 


Joins National Cooperatives 


ith 


oo 


.»»-John Goreham, formerly » 
the unemployment compensat: 


division, Illinois Department of 
Labor, doing public relativss 
work, has been made head of ‘he 
copywriting section of National 
Cooperatives, Inc., Chicago 
Douglas Edmondson has joiieé 
National's advertising depart- 
ment as an artist. 

-».-C. BE. Lewis, vice-presicest 


of Perfex Corporation Milwauke 
has been elected a directo! 
Indoor Climate Institute, or; 
ization of heating and vent 
ting manufacturers. 


Heads Schenley Research 

..-. Dr. Frank T. Hypps, forme: 
vice-president and director of 
marketing of Norris & B£llio’!, 
Inc., hasbeen appointed dire 
of marketing research, Schen-eJ 
Distillers Corporation, New York 

...John C. Leslie, manager °! 
the Atlantic division, has D°«! 
elected vice-president of  * 
American World Airways for 
transatlantic operations. 

...-Louis C, Boochever, formes 
public relations representat''* 
of Consolidated Vultee Aircr='! 
Corporation, San Diego, a 
has been appointed public r¢ 
tions director of American 
Cross. 

...- dames &. 
sales manager, 


McGhee, gené 
and Major © 
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do you want a job 
Sm NOW 7 


do you want GOOD WAGES 
QaNB™ STEADY EMPLOYMENT 


ewer ot thee mast meter sertihe mth or the wrt 


. 91s going t Gil 400 jobs as soon 
posible. Come i wcday amd cath wrh our 
Peronne! Departmen. We wry have past the 
kind of job you ere looking for. 


Here are some of the advantages of working a! Methawoy 


a . 
~~ = Fe wg we 
gap- HATHAWAY—— — 

rc an 

OFFERS JOBS--Hathaway Mfg.Co., 
New Bedford, Mass., used this 
newspaper page to sell steady 
employment, presenting pictori- 


ally the advantages of working 
in its plant. 


position as advertising manager 
of National Lead Company's west- 
ern division, after more than 
two years in military service. 


Airtemp Names Dow 

..» Minor T. Dow, formerly 
liaison specialist between Dayton 
and various national war agencies 
in Washington, has been named 
manager of sales training for 
the Airtemp division, Chrysler 
Corporation, in Dayton. William 
C. Bartels, formerly with Cutler- 
Hammer, Milwaukee, has joined 


Airtemp's merchandising staff. 

...d. W. Kern, with the Navy 
for the past five years, bas 
taken over the regional manager- 
ship of California, Arizona and 
western Nevada for Perfect Circle 
Company, Hagerstown, Ind. William 
E. Hays has taken over the south- 
west district. 


Takes On Added Duties 

...dames C, Whyte, since 1924 
director of chain store sales 
for Congoleum-Nairn, Inc., 
Nearny, N.J., has been appointed 


manager of chain store sales for 
the lamp division of Westing- 
house Electric Corporation, 
Bloomfield, N.J. 

... Robert D. Stecker, vice- 
president in charge of fashions 
and member of the board of 
directors, has been appointed 
general merchandise manager of 
Spiegel, Inc., Chicago. Mr. 
Stecker succeeds the late Earl 
D. Weil. 

-+-C, F. Borden, formerly 
manager of the general sales 
service department of Geneva 


11 


Steel Company, has been named 
district manager of sales in 
northern California for Kaiser 
Company's iron and steel divi- 
sion, Oakland, Cal. Richard L. 
Erlin has been appointed sales 
service manager of the company. 
.».-Howard S. Benedict, Sioux 
City, la., newspaper man, has 
been named publicity director 


for the newly created Iowa 
Development Commission. Ambro 
Advertising Company, Cedar 


Rapids, will direct the com- 
mission's campaign. 


Edward Peck Curtis have been 
elected vice-presidents of East- 
man Kodak Company. Major Gen. 
Curtis will direct sales, adver- 


tising and distribution in 
Europe. 
..eEliot Warburton, formerly 


vice-president of Home Products 
International Ltd., New York, 
has been made managing director 
of all subsidiary companies of 
William R. Warner & Co. Ltd. in 
Great Britain. 


Tappan Stove Advances Sharp 

.«»Donald §. Sharp, formerly 
jirectorof retail sales training 
\f Tappan Stove Company, Mans- 
field, 0.,has been named assist- 
ant sales manager. 

..- Drew C. Smith, recently with 
the Navy and formerly district 
manager of Chrysler Corporation, 
Detroit, has been named Phila- 
delphia regional manager. Walton 
. Reid, George J. McCarthy and 
John W. Tucker have been appoint- 
ed district managers, with 
assignments to be announced 
later. 

..eMarion W. Smith, formerly 
manager of the diversification 
division of Vick Chemical Com- 
pany, New York, has been appoint- 
ed vice-president. 

.»eHenry D. Allen, formerly 
advertising executive of Gimbel 
Brothers, Milwaukee, has joined 
Boutell Brothers, Minneapolis, 
as sales promotion and advertis- 
ing manager. 


Peterson Joins Bureau 
-«» Virgil G. Peterson, manager 
of Boeing Aircraft Company's 
news bureau in Seattle, has been 
sppointed trade promotion manager 
of Red Cedar Shingle Bureau, 
eattle. 
-+eJoseph Wolfstein Skilken, 
“ho has been advertising manager 
od sales promotion director of 
‘Newman Bros. Company, Cincinnati, 
jas been named advertising and 
1les promotion director of Wil- 
ard Bronze Company, Cincinnati. 
-»edOhn H. Weeks, personnel 
manager of Glidden Company's 
leveland Office, has been ap- 
Pointed personnel manager for 
1l salaried office employes of 
ie company's divisions through- 
it the country. 


oo Lt. Comde. L. G Harrier, 
-S. Navy, has returned to his 
, “A Bit of Paris in New York” Ds 
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, 4 
‘od ; 
mY Es 1906 x 
Of FRENCH RESTAURANT (a 


¥ 


' 


REAL FRENCH CUISINE 


LUNCHEON From $1.50 
DINNER From $2.00 


Famous French Candies 


15 EAST 52d ST. 
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YOU CAN’T TEAR HER AWAY FROM 


seventeen 


—each issue takes her out of this world. But you can be sure her decisions are 


down to earth. That’s why friends and family consult her on their shopping 


problems. She helps choose clothes for mother, father, sister, brother and her 


teen-mates next door. And she has a say in the choice of the family car, radio, 


stove, refrigerator and furniture. Her mother told us so!* 


For these and other pertinent facts send for ‘‘Life 


With Teena’’—a survey of the living and buying habits 


of teen-age subscribers to SEVENTEEN Magazine. 
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Let's Not Glorify Advertising 


Occasionally, copywriters 
starved for public recognition 
raise their voices toassert that 
their fervent outpourings for 
Happy Life vitamin pellets or 
Everlasting burial vaults should 
cease to be anonymous, and should 
blossom out in the full glory of 
the writer's signature. Occa- 
sionally, too, an advertiser is 
sO impressed with his ad that he 
includes in it astatement to the 
effect that this ad is appearing 
in every newspaper in the United 
States and Canada, or in every 
publication in the land. N. W. 
Ayer & Son does not sign copy- 
writers' names tothe ads it turns 
out, but it does like to get a 
modest credit line for itself 
when the advertiser has no ob- 
jection; and a few magazines, 
notably Fortune and Business 
Week, list the names of the ad- 
vertising agencies as well as of 
their clients in the advertising 
index. 

All of these little conceits, 
we feel, add nothing to the in- 
trinsic value of advertising. 
On the contrary, if carried too 
far ~- as we believe they have 
already been carried in the mov- 
ies and in radio -- practices of 
this nature can detract seri- 


ously from the basic function of 
advertising, which is and will 
remain, to communicate thoughts 
and ideas and to stimulate fa- 
vorable action. 


Advertising by itself is mean- 
ingless. Only the results of ad- 
vertising have meaning. Adver- 
tising is merely a vehicle, a 
particular technique of mass 
communication. The advertising 
writer, or the advertising agency, 
do the job they are supposed to 
do when they sell goods,services 
Or ideas. They may get a comfort- 
able glow, but they do not do 
their primary job if they merely 
induce people to become more con- 
scious of their own craftsmanship, 
rather than of the product or 
service or idea they are adver- 
tising. 

Perhaps it's unfortunate that 
advertising is by necessity a 
rather anonymous occupation for 
the creative man and the crafts- 
man. But unfortunate or not, it 
is obvious that inthe truly com 
petitive era we all visualize, 
advertising cannot afford any 
personal luxuries which might 
tend to call more attention to 
itself and less to the products 
or ideas it is trying to sell. 


Delivered Prices for Products 


The report in last week's Ad- 
vertising Age that Edison General 
Electric Appliance Company and 
the appliance division of Gen- 
eral Electric Company have adopted 
a policy of nationally-advertised 
country-wide uniform prices is 
of exceptional interest 

The advantages of being able 
to advertise a delivered price 
nationally are too well-known to 
require Gomment. Such a prac- 


tice not only enables the adver- 
tiser to present his merchandise 
to tell what it but 


italsoenables himtobe specific 


and will do, 
about the question of cost 


There has been some concern 
on de- 
of 


Justice actions on bas- 


about government attacks 
livered prices, as a result 
FTC and 
ing point 


over possible governmental action 


cases, and this concern 


was expressed 
lution adopted by 


in part 
the National 


by a reso- 


Federation of Sales Executives 


this summer, urging "legalizing 


of national selling on a uniform 
delivered price basis." Ina 
review of the Staley and Corn 
Products basing point cases in 
June, Advertising Age’s Washing- 
ton editor pointed out that the 
government fight against discrim- 
inatory pricing systems might con- 
ceivably involve a challenge to 
fixed nationwide prices if carried 
to the extreme, but that the 
Miller-Tydings amendment permit- 
ting manufacturers tocontrol the 
resale price of branded merchan- 
that Con- 
gress has no quarrel with uniform 


dise clearly indicates 


delivered prices. 

Prosecutions under the basing 
point system have been based on 
allegations of "substantial in- 
jury, destruction or prevention 
of competition between customers" 
through methods of setting prices. 
But if the delivered price is 
the same to all, it is difficult 
to see how any of these condi- 
tions can result. 


Papers, Natianal 


‘sof 
sae 
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--Gregory D’Alessio in Collier's 


, "Well, 
start yet--you're on strike. " 


you've got your old job back, 


Howland, but you can't 


> 
—-a 


A Bull in Gil 

In many respects, the Phillips 
oil ad shown at the bottom of 
this column is one of the most 
unusual this columnist has ever 
seen. It's rough, tough and pre- 
sumably ready, and it opens a 
whole vista of interesting spec- 
ulations. 

In the first place, it seems 
to us to be the first outright 
challenge to Pennsylvania crudes, 
hitherto generally accepted 
(with the aid ofsome mighty fine 
promotion) as the finest lubri- 
cating crudes. As far as we can 
recall, no other lubricating oil 
producer hasever had the temerity 
to take the bull by the horns, 
literally or figuratively, and 
proclaim the virtues of his oil 
on the basis of its derivation 
from some other spot on Mother 
Earth than the Quaker state. 
Most of them have managed to 


overlook, cozily, the matter of 
point of origin. 
But that isn't all. No one 


else ever seems to have thought, 
either, of featuring the"strength" 
of oil -- "oil that's tough and 
strong as a red-eyed, rip-snort- 
ing bull." No one but Phillips 
seems to have thoughbi it worth 
while to take the well-known 
"deep in the heart of Texas" 
phrase and turn it into "deep in 
the heart of Oklahoma," and no 
one seems heretofore tohave both- 
ered his head very much about 
the honesty of oil; am certainly 
no one has paid much attention 
in this country to synthetic lu- 
bricating oils for automobile 
motors. 


Phillips, however, has all five 


or six new concepts all in one 
Oklahoma as the center of 


ad: 


STRONG 


Phillips 66 


THE HONEST OlL— FROM DEEP 
IN THE HEART OF OKLAHOMA! 


“ . . . ” 


the quality as well as the quan- 
tity production of oil, with this 
particular oil coming from "deep 
in the heart of Oklahoma." It's 
"strong as a bull," it's "honest, " 
and it's "natural" -- infact, as 
the copy says, "You won't find a 
more honest, natural lubricating 
oil in America." 


Art for Art's Sake 


E. Willis Jones, art director 
and designer, and Dick Lewis 
Studios (an advertising art 
studio) have begun a noble and 
we hope successful experiment 
called The Little Gallery, in 
which they will sponsor exhibi- 
tions for Chicago artists, on a 
completely non-profit basis. 
Their first exhibit started 
Oct. 25 and will run for a month, 
with one painting by each of 13 
well-known artists in both the 
fine arts and the advertising 
field. The exhibits are by in- 
Vitation, no jury, and the 
Paintings are not for sale, al- 
though addresses of the exhibi-~ 
tors will be available. 


is entirely 
in 


The enterprise 
non-profit, and came about 
way: 

Dick Lewis Studios leased a 
building at 111 E. Delaware Place 
in Chicago and is occupying the 
top three of the five floors. 
Mr. Jones took over most of the 
second floor. Two-thirds of the 
spacious main floor is usable 
only as a lobby and it is this 
space which is being devoted to 
The Little Gallery, thus giving 
Lewis and Jones an opportunity, 
to help out art and their artist 
friends a chance to exhibit some 


of their work. 
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The following documents may 
be secured without charge from 
companies spOnsoring them, of 
through Advertising Age, by any 
national advertiser or adver- 
tising agency executive writ ing 
on his business letterhead. 


No. 2556. More Sales for You 
in Postwar Washington. 

Market data and pictorial] 
charts in this booklet, issued 
by the Washington Post, pro 
vide a lot of helpful informa- 
tion toward sales planning 
and marketing activity in the 
national capital. It covers 
population, employment, ex- 
pected purchases and other de- 
tails taken, in part, from 
the "Survey of Postwar Plans of 
Metropolitan Washington Resi- 
dents" prepared for the Washing- 
ton Board of Trade in cooperation 
with the CED, and supplemented 
by census and other data. 


No. 2565. 
Study. 

Station KMA, Shenandoah, Ia., 
has issued this analysis of 
the station's daytime commer- 
cial mail, which is based on 
488,434 pieces received from 
listeners within a six-state 
area. The four sections of 
the study cover listening 
habits of those who wrote to 
the station in 1944; listener 
writing habits; coverage pat- 
terns, showing radio mail as 
an indicator of county~-by- 
county coverage, and tabulated 
market data. 


No. 2548. The Importance of 
Brand Names. 

This folder, containing a re- 
print from the May, 1945, issue 
of Crockery and Glass Journal, 
contains a symposium by buyers, 
manufacturers, advertising execu- 
tives and attorneys on the im- 
portance of trademarks in modern 
merchandising. 


No. 2483. This is Pittsburgh. 

The Pittsburgh Sun - Telegraph 
has issued this brothure, which 
is a collection of ads in the 
newspaper's national magazine 
campaign, each of the series con- 
taining opinions and prophecies 
of one of the city's industrial 
leaders. 


No. 2505. Pacific Panorama. 
The Columbia Pacific Network 
tells in this plastic-bound 
booklet how the region it serves 
has changed during the war and 
is entering its most promising 
period economically, and how the 
network may be used to reach tle 
entire West Coast market area. 
It is handsomely illustrated by 
photographs, charts and maps. 


1945 Radio Mail 


No. 2566. Postwar Home Buying 
and Building. 

This report, No. 11 of the 
American Home reader-consumer 
panel, contains a summary of 
replies to a questionnaire 
sent to the 2,080 members of 
the panel in June, 1945. ke 
plies from 1,856 members, 89%, 
provide a forecast of building 
and home buying plans of tie 
publication's readers. 


No. 2555. KVOE, the Voice of 
the Orange Empire. 

Station KVOE, Don Lee * 
tual affiliate, Santa Ana 
Cal., has issued this staple¢ 
file folder of market daté4 
including a coverage map wit? 
a tabulation of cities, pop” 
lation and number of radi° 
homes, a map of Orange County, 
with a population breakdow! 
and figures on income, sales 
and other details. 
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Radio Industry 
Celebrates 25th 
Year Nov. 4-10 


Chicago, Oct. 23.-To celebrate 
the silver anniversary of broad- 
casting, more than 250 radio 
manufacturers and 25,000 radio 
dealers are linking efforts with 
the National Association of 
Broadcasters, the five networks 
and 957 individual stations in 
observance of National Radio 
Week, Nov. 4-10. 

In numerous localities, the 
importance of education is being 
stressed. In Chicago, for ex- 
ample, plans are under way for 
special programs during radio 
week in the series of experimen-~ 
tal television programs con- 
ducted under the sponsorship of 
the Chicago Board of Education's 
radio council. 


Show Old, New Sets 


Other plans include displays 
of original models of receiving 
sets, to compare with the manu- 
facturers' new sets; use of 
records and recordings to empha- 
size the progress in broadcasting 
and recall popular stars of 
radio in the past 25 years; 
dramatizations of the industry's 
role in war, one part of which 
was the production of $7, 500, - 
000,000 worth of radio and com- 
munications equipment; presenta- 
tions highlighting the histories 
of the individual stations; 
special interviews, women's 
cooking and style programs, and 
silver anniversary parties in 
dealers' showrooms and in broad- 
casting stations. 

At a ceremony late this month, 
the Radio Manufacturers Associa- 
tion will present the industry 
with a statue Commemorating the 
quarter century of broadcasting. 
The work of Sculptor Charles 
Bradley Warren of Pittsburgh, 
the statue will be placed in 
NAB's Washington headquarters. 
Local presentations of the statue 
in silvered plaque form will be 
made by RMA to the more than 900 
stations throughout the country. 


PCA, American Airlines 
Announce New Schedules 

Pennsylvania-Central Airlines, 
Vashington, is preparing news- 
paper andmagazine ads for Decem- 
ber to announce the inauguration 
early in 1946 of operation 
between on-line cities via 12 
Douglas DC-4's, making PCA the 
first of the domestic airlines 
to use these planes, PCA also is 
running a series of small-size 
Cartoon ads in newspapers, one- 
third pages in Newsweek, and 
will add The New Yorker and Time 
to the list soon, and in 1946 
will enter The Saturday Evening 
Post. Agency is J, Walter Thomp- 
son Company, New York. 

American Airlines System, on 
Oct. 15, announced in New York 
and Boston Newspapers inaugura- 
tion of new schedules for pass- 
engers, andexpress from New York 
to London, to start Oct. 238. 


Three flights weekly in four- 
engined DC-4's are planned. 
Agency is Ruthrauff & Ryan, New 
York. 


1945 


[New Soundscriber Campaign 

Soundscriber Corporation, New 
Haven, Conn., has launched a 
campaign in Business Week and 
Newsweek, using special page ads 
for electronic recording equip- 
ment, tying in promotion with 
the recent crash of an Army 
bomber into the Empire State 
building, when a Soundscriber 
machine caught the roar of the 
engines. A large list of busi- 
ness papers also is scheduled. 
Erwin, Wasey & Co., New York, is 
the agency. 


Leather Goods 
Ready for Market 


Philadelphia, Oct. 23.---Seven 
out of 10 manufacturers of leather 
goods have developed new postwar 
products, a survey of the indus- 
try by Moore & Co., industrial 
analyst, reveals. The study was 
undertaken for the National 
Paper Box Manufacturers Associa- 
tion, whose members annually 
make more than 600,000,000 set- 
up paper boxes for the leather 


industry. 

Most new products, the survey 
indicates, will be in civilian 
lines, and many are expected to 
be placed on the market soon, 
for the industry faces almost no 
reconversion problem. The prin- 
cipal problem faced isthe short- 
age of hides, largely caused by 
reduced imports. The survey 
shows that leather goods produc- 
tion this year will be 3.3% 
over that of 1944, and that the 
'44 output will be exceeded by 
5.1% in '46, 8.2% in '47, 9.6% 


13 


in ' 48, 
1950. 
"As an industry, leather manu- 
facturers are not heavy adver- 
tisers," the report states, "but 
indications point to a 10% in- 
crease (in advertising) over nor- 
mal for the next five years." 


6.4% in '49 and 7.3% in 


Hall neads Association 

Wilton E. Hall, publisher, An- 
derson Daily Mail and Independent, 
has been elected president of 
the South Carolina Press Associ- 
ation. 


CHILTON COMPANY 


takes pleasure in 


ANNOUNCING 


that 


Mr. PAUL WOOTON 


has joined its organization as Washington Member of its Editorial Board with 


headquarters at 1007 National Press Building, Washington, D. C. 


mm 


Mr. Wooton is, and for the past four years has been, President of the 
National Conference of Business Paper Editors. He is a former president of 
the White House Correspondents Association, and of Over-Seas Writers. He 


is Vice-President of the National Press Club, a member of the Gridiron Club 


: radio 


ervice — 
92% of all radio-appliance 
sales and service in the 
U. S. A. is handled by "RSD" 
subscribers. 
Advertising Space Open 


COWAN PUBLISHING CORPORATION 
342 MADISON AVE., NEW YORK, N. Y. 


The Iron Age 
Hardware Age 


Boot and Shoe Recorder 


Department Store Economist 


Chilton sources and influence are world-wide. 
Publishers International Corp., publishing THE AMERICAN AUTOMOBILE 
INGENIERIA INTERNACIONAL 


correspondent. 


CHILTON COMPANY (lInc.) 


100 E. 42nd Street, 


Chestnut & 56th Sts., 
Philadelphia 39, Penna. 


® 


Publishers of 


The Optical Journal and 


The Jewelers’ Circular-Keystone 


Motor Age 


INDUSTRIA; INGENIERIA 


Automotive and Aviation Industries 


Together with another 


INTERNACIONAI 


and has functioned, over a long period, in many capacities of national promi- 
nence and importance in connection with and supplementary to his activities 
as a widely-known and highly regarded Washington representative and 


NewYork 17, N.Y. 


Review of Optometry Commercial Car Journal 
The Spectator Life Insurance in Action 
The Spectator Property Insurance Review 


Distribution Age 


publisher Chilton Companys 
Fdition) FI 
CONSTRUCCION ind 


(Overseas 


(Inc.) has an equal interest in Business 
AUTOMOVET 
EL FARMACEUTICO 


AMERICANO 
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Washington, Oct. 24.- The rate 
at which ex-servicemen are ab- 
sorbed into good jobs may decide, 
more than anything else, whether 
the postwar boom is to material- 
ize, Washington's planners feel, 
for the returning serviceman is 
potentially the biggest customer 
of all for a flock of major 
industries. 

If the veteran finds a job at 
attractive wages, government 
people assume that he will read- 
just rapidly, and in the process 
he will probably create some 
healthy boom conditions. 

First probability is that he 
will bring about an all-time 
record in marriages during the 
coming year. Since a high pro- 


By STANLEY E. COHEN, Washington Editor. 


portion of the 7,000,000 couples 
married during the past seven 
years did not set up housekeep- 
ing, this readjustment can mean 
demand for millions of homes, 
calling for everything from fur- 
niture, rugs and pots and pans, 
to baby carriages, washing 
machines, refrigerators, stoves 
and automobiles. 


OPA chief Chester Bowles 
opened the annual fight for re- 
newal of price control with a 
pre-season warning to Congress 
this week that many of the pric- 
ing and rent control problems 
will still be critical at the 


time thepresent law isto expire, 


next June 30. To bolster his 
case, Mr. Bowles has been com- 
piling advice from 700 business 
men who serve on OPA advisory 
committees. Preliminary returns 
show that less than half the 
businessmen think price control 
can end by the time the law now 
requires. 


The materials picture for the 
building boom apparently is not 
as bright as WPB had first pre- 
dicted, if the Commerce Depart- 
ment's new construction division 
is correct in its first monthly 
report. According tothe Commerce 
finding, the shortage of brick 
and cast iron soil pipe may be 
SO severe as to upset the sched- 
ules for approximately $6.5 
billion in housing, roads and 
military and industrial plant 
construction in 1946. The $2 
billion housing program is in a 
particularly treacherous posi- 
tion, “Commerce says, because the 
pipe is needed early in the year 
so that the building can get 


Advertising Age, October 


under way. 
*- ¢ @ 


Expansion of FM got a big 
boost from FCC with approval 
this week, en masse, of 64 of the 
nearly 600 applications that 
piled up during the war. Of the 
authorizations, scattered through 
21 states, 51 went to applicants 
already operating standard sta- 
tions; nearly a dozen went to 
newspapers. Among the newspapers, 
some new to radio, were the Tri- 
bune Company, Tampa; Gore Pub- 
lishing Company, Ft. Lauderdale; 
Times-Picayune, New Orleans; 
Reno Newspapers, and Houston 
Printing Corporation. 


"The suspense is killing," FTC 
people say, after waiting a month 
to Learn whether Robert Freer is 
to succeed himself to a term 
that expired in September. Freer 
is confident he isto remain, but 
those magic words have yet to 
come from the White House... There 
is little inclination to boil 


“I motivate my designs with AVF TYPES” 


“Good typography is largely a matter of selecting the type that 

talks the same language as the message. The rest lies in deciding how 
to use it. On both scores, I find ATF types are of great help. 

“Every piece of printing—whether book jacket, catalog page, booklet, 


advertisement, or letterhead—is an individual problem in design. 


the spirit of the subject, but which also sets the tone of the job. 


But I can always find an ATF face that not only breathes 


MEYER WAGMAN 


indivic 


“Technically, too, they have valuable virtues. The faces combine well. Cask 
The hard metal they are cast in stands repeated provings 
without change of weight or loss of sharpness. And the fine, snug fitting 


of the letters saves me lots of time and trouble.” 


AMERICAN 


TYPE FOUNDERS 
200 Elmora Avenue, Elizabeth B, New Jersey 


KURT H. VOLK CO., INC. 


A copy of the ATF Red Book of 


types, or single page showings of 


Jual faces including com- 
plete alphabets, will be sent gladly 
if requested on your letterhead 
The following faces are mentioned 
or used in this advertisement. 


Bulmer Roman and Italic 


Caslon Bold Condensed 
Cheltenham Bold Extra Cond. 


ALTERNATE GOTHIC NO. 1 


Typographic Designer 


associated with 


New Caslon 


yn Oldstyle No. 471 
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LURE--The Los Angeles Depart- 
ment of Water& Power is aiding 
the city’s campaign for new 
industries witha series start- 
ing in November,placed through 
Buchanan & Co. Full pages wil! 
appear ina list of business 
papers, and 462-line copy wil! 
appear in Wall Street Journa! 
twice monthly. 


ae 


down War Assets Corporation to 
WAC, in discussing the new RFC 
subsidiary charged with surplus 
property disposal. 


The Supreme Court has agreed to 
review the Esquire case. As 
things stand, Esquire is ahead, 
by virtue of Thurman Arnold's 
ruling that the Postmaster Gen- 
eral is sufficiently encumbered 
with snow, rain, heat and gloom 
of night to warrant escape from 
responsibility of grading the 
content of his second class traf 
fic...The court is also to de- 
cide whether it wants to review 
that eight circuit court decision 
granting a retailer triple dam- 
ages from Elizabeth Arden Sales 
Corporation, for discrimination 
in allotting demonstrator ser- 
vices (AA, Oct. 15). 


Commerce Secretary Henry 
Wallace, cabinet champion of 
higher wages, argues that a gen- 
eral loss of markets will result 
unless minimum hourly wage rates 
are pushed up at this time 
While manufacturing payrolls 
trebled during the war, opening 
new markets, the Secretary of 
Commerce says, only a fifth of 
the increase comes from increase 
of basic wage rates for identical 
jobs. The others - overtime pay 
(which accounts for almost 4 
fourth of the increase), upgrad- 
ing, increased employment, etc., 
will be reduced or disappear as 
war production ends, he argues. 


Johns-Manville Plan 
Wins 'Forbes' Contest 

Ralph BE. Hartwig, describing 
Johns-Manville Corporation's 
plan for returning servicemen, 
has been named winner of Forbes’ 
$1,000 contest on the question, 
"What Are Your Company's Plans 
for Returning Servicemen?" Hi: 
entry is published in the cur- 
rent issue of Forbes. 

Other winners include: & © 
Brehmer, The Texas Company 
Rhilip Karas, Allis-Chalmers 
Mfg. Company; G. M. Walker, Cat- 
erpillar Tractor Company; B. F. 
Meglaughlin, Standard Oil Com- 
pany; R. O. Richards, Westing- 
house Electric Corporation; 
George A. Sabin, Lance, Inc., 
and Joseph B. Gividen, Americas 
Rolling Mill Company. 


Form Wired Music Firm 

Melody, Inc., has been forme 
at 1101 Lincoln Road, Miami Beac® 
Fla., to distribute wired musi 
to hotels, restaurants and other 
establishments in Dade and Bro- 
ward counties, Fla. A. F. Katz- 
entine, owner of Station WKAT, 
is chairman of the board. «+ 


Ben 


Sout 
$3, 000 
pri mot 


in 4n! 
abanda 
activi 
St. Pp 
and S 


Cur 
are on 
with | 
to 601 
Porce] 
Clyde, 
sembl 


Bett 
House 
nal, 

Maga 
Post, 
Comps 


ad | Ss me: adver 
PAE ___ om oftiee, | S 
_ | ; aie | Ses =<=— Zz 
St eg MS ty pe cee jts pl 
as es. — matic 
= presi 
" “ | ae 
. OE RRS Q° ae \’ Sie : 
—_ WS & Sy wey a 
; duu, _ \ ‘ P Warne 
; ; “a an fe, y, A> G) “) eee sc hed: 
i ' ; bs oO sui 4 A ~ é qe \ A 4 i \. a Si 4 S ) “2 
| ae a iz ents . aX t : ’ gue? ; p ne é % ~ WN and b 
& © i¢ eS ¢ A AN fait kS — ‘\ | “ N ally 
bel +S RE © Qe Ne a 
“4 = + >” Cr * Os . 6A. | «fs %,\V 0 X. 125 » 
= oe 8 FS Pgs NE +§ "7 
i ' a on. DS \ 
- , > "4 asst z of 5 hi oN ' val 
_ \ Foams re >.1 i Loans \\/ — 
= ou i ee re belt 
ee, a pe xs “i Dipti me tye **e vert 
-— —— . pag as “—_ 
a — {Ce ? race { $ e ‘10d 
son ots " a ” 4 Spe * arate oe t R t 
er fe : feN; GF - 3 * 7 i HW — E : el Gat - { 2 s 
i Ga e& ¥ _ . saa —. iY , 1 0 d | 
KG -— CHIN r J MN f 26% 
4 b6t 09 pel * no Bene P i Ayu 
as fEA i wn A : po S G d St y 
— mM 45 bel d : al ee. 2 VY dD g In 
a ORE Bee: 3i700°P Ia = 
ie fOYIQSe : py cl? igo Ay Fi, ; ist 
_ 2B Not hoe so te ee CZ) oc & 
Tee i. r ‘ elles . ; pat iene ae Pt dix's 
bi 18 fonts eC NJ! Ct, / Ae | ZZ a BC! 1a g : | bi 
% y= . e" te~s FE e2 Beas? 4G y) ne 9 
“a ” "a Guidy. Qmef " pE Whe | | ~—_ 
a We VERBS 
P| 
ke eS 
a a 
\ 
| ee a 
P| 
i, | 
: \ & 
ee 
J ee a 


1945 


ty 


a? 


rc 


perenne Leer 


Advertising Age, October 29, 1945 


Set $3,000,000 Ad 
Budget to Market 
Bendix Washers 


South Bend, Oct. 23.- With a 
$3, 000,000 advertising and sales 
promotion program, Bendix Home 
Appliances, Inc., will implement 
jts plan to market 600,000 auto- 
matic washing machines in the 
next 12 months, J. S. Sayre, 
president, said here yesterday, 

[he washers, with a composite 
retail price tag of $90,000, 000, 
will be supplied and assembled 
by parts contractors, he said, 
in announcing that Bendix will 


said, but substantial sums will 
be spent in spot radio, outdoor 
Signs and car cards, 

Meanwhile the company is con- 
tinuing tu supply its 7, 300 
dealers with outdoor electrical 
signs, 27-inch neon displays and 
floor displays in its identifi- 
cation program, which thus far 
has cost $1,400,000. Ruthrauff 
& Ryan, Chicago, handles the ac- 
count, 

W. F. Linville, sales manager, 
said the company's retailers now 
have orders for nearly 580,000 
washers on which there is either 
a down payment or a definite 
commitment. 

In addition to the washers, 
the company will market ironers 


and dryers by next spring, it 
was announced. These units also 
will be assembled by other com- 
panies. 


Korman Reelected Head 


of Direct Mail Group 
Howard Korman, McCann-Erickson, 
New York, was elected for a 
third term as president of the 
Direct Mail Advertising Associa- 
tion at its annual meeting Oct. 
18 in New York. Richard E. Mess- 
ner, E. E. Brogle & Co., New 
York, apast DMAA vice-president, 
was elected to that position, 
succeeding Edward N. Mayer Jr., 
James Gray, Inc., New York. 
Donald Macaulay, S. D. Warren 
Company, New York, starts his 


third term astreasurer, and Neil 
B. Powter, Howard Smith Paper 
Mills, Montreal, was named Cana- 
dian vice-president, succeeding 
Royden Barbour, Saturday Night, 
Toronto. 

New DMAA directors elected for 
a three-term period are R. M. 
Grey, Standard Oil Company of 
New Jersey; Charles B. Konzelman, 
Wickwire-Spencer Steel Corpora- 


tion, New York, and John B. 
Mannion, Austenal Laboratories, 
Chicago. 


Insurance Men to Meet 

The 40th annual meeting of the 
American Life Convention will be 
held Oct. 31-Nov. 1 at the Edge- 
water Beach Hotel, Chicago. 


is 


Trains Airplane Salesmen 

Taylorcraft Aviation, division 
of Detroit Air-Craft Products, 
Inc., Alliance, 0., has completed 
arrangements forasales training 
program for the distributor- 
dealer organization it has set 
up to sell its airplanes. The 
program will beconducted by cor- 
respondence for a 24-week period, 
to be followed by personal train-~ 
ing sessions in Alliance and 
other cities. 


Marketers to Meet 

The National Association of 
Marketing Officials will hold 
its annual meeting Oct. 30-Nov. 1 
in Room 1409, South Agriculture 
building, Washington. 


abandon all former manufacturing 
activities and devote its Sample 
St. plant here to engineering 
and sales uses. 


Holds to Schedule 


Current deliveries of parts 
are only slightly behind schedule, 
with production running at 450 
to 600 units daily at the Clyde 
Porcelain Steel Products Company, 
Clyde, 0., one of the Bendix as- 
semblers, and assembly work at 
Ingersoll Steel division of Borg- 
Warner Corporation, Chicago, 
scheduled to start in December, 
Mr, Sayre said. Bendix manu fac- 
tured no parts before the war 
and has since found it economi- 
cally more efficient to contract 
for its assembly work. 

Mr. Sayre's talk was given be- 
fore some 250 representatives of 
125 parts suppliers, to convince 
them of the company's ability to 
market 600,000 washers ina year. 


Sales Outlets Triples 


Walter J. Daily, advertising 
director, outlined a marketing 
survey which shows a theoretical 
demand for 1,620,000 units. He 
said the company has tripled its 
sales outlets and will back its 
belief with the $3,000,000 ad- 
vertising and sales promotion 
campaigg. 

One third of the Bendix ad 
budget, he said, is allocated to 
magazines,with insertions sched- 
uled for The American Weekly, 
Retter Homes & Gardens, Good 
Housekeeping, Ladies’ Home Jour- 
nal, Life, McCall's, Parents’ 
Magazine, The Saturday Evening 
Post,True Story and Woman’s Home 
Companion. 


Heavy Co-op Ad Plan 

In 1946, Bendix will institute 
a heavy spot radio campaign, and 
resume extensive advertising via 
24 sheets and painted bulletins. 
In addition, about $2,500, 000 
will be spent, aside from Ben- 
dix's own campaign, in coopera- 
tive advertising with dealers. 
The greatest amount will go for 
newspaper advertising, Mr. Daily 
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A TEST 


you want... 
TAKE 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
a minimum cost you reach 
urban and suburban popu- 
lation. 
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“All the news a busy man has time to read” 


The Chicago Journal 


of Commerce 


was founded a quarter-century ago to 

fill a need for complete, timely, essential 
business news in the growing Central Western 
territory. It was established to gather, filter and 


publish day-to-day news affecting the interests of 


management men, to givethem business facts promptly 


for daily guidance in directing their enterprises. 


It was founded to provide the Central West with 


its own daily business news reporting. 


How well the Chicago Journal of Commerce 
has done that job is attested by its growth, 
so that now, on its Silver Anniversary, it is 
the greatest single business journalistic 
force in the nation’s greatest industrial area. 
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Dennis Sees Spot. Sales 
Revenue at New Peak 


National spotsales revenue for 
American Broadcasting Company in 
1945 "probably will be the high- 
est for any single year" since 
1942, Ralph E. Dennis, manager 
of the department, estimates, 
basing his forecase onthe record 
new business signed during Sept- 
ember. Contracts totaling 
$350,000 were signed that month 
for the five stations which spot 
sales represents -WJZ, New York; 
WENR, Chicago; WMAL, Washington; 
KECA, Los Angeles, and KGO, San 
Francisco. 


Billings for the first nine 
months of 1945 show a 22.5% in- 
crease over the comparable period 
for 1944, 


BUFFALO’S GREATEST 
REGIONAL COVERAGE 


BUFFALO'S 
AMERICAN 
BROADCASTING 
COMPANY 
STATION 


9000 WATTS BY DAY 


1000 WATTS BY 
NIGHT 


CORPORATION. 
AND BUILDING. BUFFALO. NEW YORK 
Natisndl Representotive : FREE & PETERS, INC 


Florida Citrus 
Drive Expands; 
Other Campaigns 


Upping last year's advertising 
budget by half a million, Florida 
Citrus Commission, Lakeland, Fla., 
has approved an appropriation of 
$1,500,000 for the largest pro- 
motion campaign in its history. 
The drive is designed "to move a 
record merchantable crop of ap- 
proximately 86,000,000 boxes of 
oranges, grapefruit and tanger- 
ines in both fresh and processed 
form. " 

Newspapers, Sunday supplements 
in particular, and magazines will 
be used, with first copy slated 
to break about Dec. 2 for fresh 
Oranges, featuring "more juice 
and thus more vitamin C." Grape- 
fruit copy will use the "body- 
guard” feature, and tangerines 
will be called "the fruit with 
the zipper skin. " 

Benton & Bowles, New York, is 
the agency. : 


Extends Vel Copy 

. «+ Colgate-Palmolive-Peet Com- 
pany, Jersey City, has added 27 
newspapers in 27 midwestern cities 
to the 19 already carrying Vel 
soap ads. Insertions will run 
to 400 and 800 lines, and appear 
weekly through Dec. 16. William 
Esty & Co., New York, is the 
agency. 

.-. American Viscose Corporation, 
New York, will use the Dec. 8 
Saturday Evening Post and the 
Dec. 16 This Week Magazine to 
break national advertising on 
rayon cord for tires. J. M. 
Mathes, Inc., New York, handles 
the account. 


Offers Sub-Contract Facilities 

..» Lewyt Corporation, New York 
contract manufacturer, will use 
newspapers in seven smaller in- 
dustrial cities to stress the 
importance of employing sub- 
contract facilities, in addition 
to the seven papers in larger 
cities used last year. The cam 
paign will cost approximately 
$80,000, through Moser & Cotins, 
New York. 

-- Father John's Medicine Com- 
pany, Lowell, Mass., has launched 
a campaign in newspapers, using 
200 dailies, 550 weeklies and 65 
monthlies throughout the country, 
handled direct. Spot announce- 
ments on 20 radio stations from 
New York to Chicago are also 
used, through John W. Queen, Ad- 
vertising & Merchandising, Bos- 
ton. 


Vita Ray Uses Dailies 

«+ Vita Ray, New York, has in- 
stituted a newspaper campaign in 
New York and Newark dailies. 
Copy appears twice weekly through 
Lawrence C.Gumbinner Advertising 
Agency, New York. 

..« Tobe Deutchmann Corporation, 
Canton, Mass., maker of static 
filters, has begun a magazine 
campaign urging housewives to 
buy appliances bearing the tag, 
"Filterized by Tobe." Insertions 
will appear in Collier's, Good 
Housekeeping, Liberty, Look, The 
Saturday Evening Post and Time. 
Franklin Bruck Advertising Cor- 
poration, New York,is the agency. 


Promotes Men’s Toiletries 

..-Man of Manhattan, New York, 
will use New York newspapers and 
national magazines, including 
Esquire, Pic and The New Yorker, 
to promote Man of Manhattan men's 
toiletries. Hirshon-Garfield, 
Inc., New York, handles the ac- 
count. 

... Lambert Pharmacal Company, 
St. Louis, maker of Listerine, 
is entering the shaving lotion 


|field with its product, "At Base," 


to retail at 50 cents for a six- 
ounce jar. Half-page color ads 


will announce the product in 


Collier's, Life and The Saturday 
Evening Post. Lambert & Feasley, 
New York, is the agency. 

..» Richard Hudnut, New York, 
is sponsoring a new campaign in 
behalf of Du Barry beauty prep- 
arations. Ads will appear in 
six magazines, including Life. 
Kenyon & Eckhardt, New York, is 
the agency. 

..- Initial advertising this 
fall for Swank karat gold jewel- 
ry, account handled by Alfred J. 
Silberstein-Bert Goldsmith, Inc, 
Chicago, will include color ads 
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in Esquire, Fortune, Good House- 
keeping, Harper's Bazaar, Ladies’ 
Home Journal, New York Times 
Magazine, The Saturday Evening 
Post, Time, Town &Country, Vogue 
and Woman’s Home Companion. 
Newspaper ads in Chicago and 
other metropolitan cities will 
be used, beginning in November. 


Starts Coffee Campaign 
..-Alford R. Poyntz Advertis- 
ing Ltd., Toronto, has released 
a schedule to 14 Ontario dailies 
for Red Rose coffee, a product 


never before advertised by its 


maker, T. H. Estabrooks Company 
Ltd., St. John, N. B. Advertis- 
ing for the tea division wi} 
continue to be handled by 
McConnell, Eastman & Co., Mon- 
treal. 


Huff Joins Graflex 
James Garrison Huff, formerly 
assistant advertising manager of 
Shuron Optical Company, Geneva, 
N. Y., has been appointed adver- 
tising manager of Graflex, Inc. , 


Rochester, N.Y., manufacturer of 
cameras, 
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“yf Borg-Warner Sets 
3 Plans for Varied 
Postwar Products 


Chicago, Oct. 28. -- For its 

highly diversified postwar line, 

rly which enters the automotive, 

of aviation, agricultural and house- 

va, hold appliance field, Borg-Warner 

er- Corporation has plans under way 

c for "substantial" advertising in 
of 1945 and 1946. 

That announcement today follow- 


1945 


ed a statement by C. S. Davis, 
Borg-Warner president, that bar- 
ring production interruptions, 
the company will be producing at 
a rate tomeet the demands of all 
customers in those fields. 


The corporation will use four 
color bleed pages in Atlantic 
Monthly, Fortune, Newsweek, The 
Saturday Evening Post and Time, 
with the messages gradually de- 
veloping from an over-all theme 
into specific product appeals. 
The corporation's 23 divisions 
and subsidiaries, meanwhile, will 


«Said, 


continue to increase advertising 
of their individual products. 
+ 


Heavy Spending Planned 
Borg-Warner itself, Mr. Davis 
is set to spend between 
$20 and $25 million in the next 
two years for reconversion, 
plant improvements and expansion. 
The plan involves new building 
construction, plant additions, 
the purchase of new equipment 
and replacement of machinery. 

With an increase in sales of 
its products of from 35 to 50% 
above prewar levels, Borg-Warner 


is planning to increase employ- 
ment by not less than 25% above 
its former peacetime figures, Mr. 
Davis said. This would bring in 
about 14,000 employes. 


The corporation will spend 
$12,000,000 for additional auto- 
matic transmission production, a 
field in which it previously main- 
tained a major position. Chief 
among its new ventures is a home 
utility unit (AA,Sept. 24), which 
integrates home heating, bath, 
kitchen and laundry equipment, and 
whichwill gointomass production 
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next year at the Ingersoll Kala- 
mazoo plant; a complete line of 
Porcelain enameled household 
Sinks, bath tubs and lavatory 
equipment at the Ingersoll West 
Pullman plant; a portable water 
cooler, a home and deep freeze 
unit and an automatic cycle 
washer, to be manufactured by the 
Norge division, and a new type 
of window screen of copper weave 
which deflects sun rays. 


Bui lders' Show Set 


The annual convention and ex- 
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and Gardens 


on here? 


evervthing that goes into homes. 


LST about everything. It’s pure accident that you came across the family fixing 
the yellow duck and reading a magazine. 


They bake apple pie. mow the lawn, paper Judy’s bedroom, listen to the radio. 
polish the furniture, try out the new casserole recipe from Better Homes & Gardens, 
vacuum the rugs, slipeover the big chair, go ice skating, drive Dad to work, fall 

in love with the boy next door, lose their rubbers, plan a savings schedule, eat up 
tomorromy s dessert when they find it in the refrigerator, dream great dreams, feed 
the pup. do their homework, have the Joneses in to dinner, wear out the hall carpet. 


No wonder most of Dad’s money goes for home and the folks at home! 
And it’s all right with Dad and Mother.*because to them there’s no place like home. 


Better Homes & Gardens is written entirely for families like this whose big 
love is their homes. No other magazine squares so completely with their 
thousand-sided interest in their homes. BH&G is written not just for women. 


not just for men. but for husbands and wives together. 


They spend their money together; and that’s why BH&G, which they read- 


together, is such a perfect place to sell soup and insurance, cars, lawn mow ers— 


hibition ofthe National Associa- 
tion of Home Builders will be 
held Feb. 25-28 at the Stevens 
Hotel, Chicago. About three- 
fourths of the show space has al- 
ready been contracted for by 
suppliers. 


COLUMBIA 
NETWORK 


BROADCASTING 
CORPORATION. 
RAND BUILDING, & UFFALO, " YORK 
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Stock Exchange Digs in 
for Steady 3-Year Drive 


Public Relations Work 
Aids Newspaper and 
Magazine Series 


New York, Oct. 25.-- The New 
York Stock Exchange which last 
summer launched its first sus- 
tained advertising campaign, is 
prepared to continue and broaden 
it for three years or longer "to 
re-shape opinions of large seg- 
meats of our population," Emil 
Schram, president of the ex- 
change, told a recent meeting of 
the Association of Stock Ex- 
change Firms. 

In last half of 1945, the 
exchange is spending about $600, - 
000, through Gardner Advertising 
Company, St. Louis and New York, 
for insertions in 400 daily news- 
papers with combined circulation 


of 38,000,000 and in 15 maga- 
zines, business papers and farm 
papers with 16, 500,000 circu- 
lation. 


Films Are Planned 


For 1946 the budget is being 
expanded to include also a sound 
motion picture, a slide film, 
enlargement of the size and cir- 
culation of "The Exchange Maga- 
zine" and other activities, Mr. 
Schram said. Network radio is 
not now being considered. 

The magazine campaign -- which 
began about two months after the 
launching of the newspaper 
series -- embraces the American 
Magazine, American Press, At- 
lantic Monthly, Collier’s, Com- 
mercial & Financial Chronicle, 
Country Gentleman, Editor & Pub- 
lisher, Farm Journal, Harper's, 


The surveys are highly 


territory. 
for the asking. 


ST 
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CHICAGO 2? 
6 N. Michigan Ave. 


The Farmer 


Nebraska Farmer 


DETROIT 2 
$42 New Center Bidg. 


The Cinswer to... 
WHAT FARMERS WILL BUY 


"1946 


Knowing the need for reliable and accurate 
sales information—and being in a perfect 
position to get it—the MIDWEST FARM 
PAPER UNIT has conducted a complete 
survey in each of the Midwest 8 
States—Illinois, Indiana, Iowa, 
Minnesota, Nebraska, North 
Dakota, South Dakota and 
Wisconsin. 


1,860 farmers have indicated their buying interest 
in 148 types of commodities from new homes and 
appliances to automotive equipment and farm im- 
plements by answering this request: 


“Please place a check mark like X after 
each of the following subjects tha t you are 
planning to act upon within a year or so 
after supplies become available.’’ 


current (they were com- 


pleted on September 25th of this year) and they 
have been arranged individually in a handy pam- 
phlet form for analysis of sales potentials in each 
Any or all of these pamphlets are yours 


Wisconsin Agriculturist & Farmer Prairie Farmer 
Wallaces’ Farmer & lowe Homestead 


PAPER UNIT 


SAN FRANCISCO 4 LOS ANGELES 14 
Ruse Bidg. $23 W. 6th Se. 


Look, Newsweek, Pathfinder, 
Publishers’ Auxiliary,The Satur- 
day Evening Post and United 
States News. 

The primary objective of the 
campaign, Mr. Schram emphasized, 
is that "we want our integrity 
taken for granted by the people 
of this country...We want it 
understood that the evils of 
1929 are as dead as the pro- 
verbial door-nail. Our business 
is cleaner...and stronger, and 
is going to remain SO. 


Will Claim Own Credit 


"We hope to correct the widely 
held view that government has 
been responsible" for this. "We 
want it understood that a great 
deal of the improvement has come 
from within. " 

After the first three months 
of the campaign Mr. Schram could 
cite evidence of response: The 
Treasury Department is "enthusi- 
astic about our efforts to sup- 
port the bond drives. Some States, 
such asOregon and North Carolina 
have sought permission to 
distribute 300,000 reproductions 
of our Seventh War Loan adver- 
tisement....General Motors dis- 
tributed 250,000 reproductions 
of it to employes," and other 
large corporations also are 
using it. "Newspaper and maga- 
zine editors are discussing our 
advertising in their news and 
editorial columns. " 

The exchange will send to 
members in November a brochure 
on initial response. 

Mr. Schram urged member com- 
panies to “identify your firm 
with the program. " 


Newspaper-Radio 
Survey Promoted 
in Booklet Form 


Chicago, Oct. 23.- Herbert Mo- 
loney, Paul Block & Associates, 
revealed here Thursday that the 
Bureau of Advertising, ANPA, has 
contributed $7,500 to the Ameri- 
can Association of Newspaper 
Representatives to permit it to 
publish in booklet form its study 
of "Daily Newspapers and Radio 
Chains as National Media." 


Now in presentation form, and 
being made into a color slide 
film for showings to agency per- 
sonnel and advertisers, the study 
shows that between 1938 and 1940, 
31 leading national advertisers 
uSing radio and newspapers who 
spent 65% or more of their com- 
bined daily newspaper-network 
radio budgets in the dailies had 
a median sales increase about 
four times that of 14 leading 
advertisers who emphasized net- 
work programs (AA, June 18). 


Says Smaller Dailies Benefit 


The presentation was shown here 
by Mr. Moloney at the annual 
meeting of the newspaper repre- 
sentatives group. Admitting 
that the study is based on acom- 
parison of radio use with use of 
only about 250 of the nation's 
larger newspapers, Mr. Moloney 
reassured members who represent 
smaller dailies that favorable 
reception of the showing by 
agency and advertiser executives 
to date indicates the study will 
probably increase, expenditures 
in all classes of newspapers. 


John T. Fitzgerald, Reynolds- 
Fitzgerald, Inc., Chicago, re- 
cently elected president to suc- 
ceed Mr. Moloney, asserted that 
he would seek to establish a 
speakership committee "to spread 
before regional publisher groups 
the merits, the performance and 
the history of past and present 
accomplishments” of representa- 
tives, in order to counteract 
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WELP YOUR DOCTOR SAVE HIS TIME! 


Division oF 


NURSES GET BREAK---Wyeth, Inc. ,pharmaceutical manufacturer 
who ran a wartime series pleading the cause of the hard- 
pressed family doctor, now speaks up on behalf of his nurse- 


receptionist. 


This full-color page, signed by S.M.A. Corp. 


division of Wyeth, Philadelphia, appeared in Life Oct. 22. 


to discredit representatives’ 
service. 

"It is significant that the 
agency commission of 15% has re- 
mained static," he added, "both 
during the depression and pros- 
perous times, despite the general 
lack of interest displayed by 
agencies in newspaper usage; 
whereas the representative struc- 
ture has been obliged to accept 
reductions in remuneration, 
whether salaries or commissibdns, 
as a result of gossip, and with- 
out any attempt tocounteract it! 


Ad Club to Give Awards 
The St. Louis Advertising Club 
next January will grant awards 
to two outstanding students of 
advertising at the University of 
Missouri, and to one at Washing- 
ton University, which will en- 
able them to spend a week in St. 
Louis, with all expenses paid, 
learning at first hand the oper- 
ation of ad departments in met- 
ropolitan newspapers and radio 
stations, and of agencies and 
representative advertisers. 


Publishes Plastics Data 
Watertown Mfg. Company, Water- 
town, Conn., maker of plastics, 
has published a 44-page booklet, 
"The Watertown Book of Plastics," 
showing properties of its Neil- 
lite molding material and sug- 
gesting uses for it, uses of 
other thermoplastics, describing 
various molds itmakes for table- 
ware electrical equipment, etc., 
and charting the shrinkage, 
tensile strength and other prop- 
erties of various plastics. 


Half of Farms Not 
Electrified; REA 
Plans New Loans 


Washington, Oct. 28,--Despite 
tremendous progress in rural 
electrification during the pas! 
10 years, less than half the 
nation's farms now have centra 
station electric service, 
Rural Electrification Admini- 
stration has reported in estima- 
ting the sizeof its postwar job 

At the present time, KFA 
estimated that 3, 371, 189 
farms~-55,3% of the national 
total--have no electric service. 
When non-farm rural homes, 
churches and schools are added, 
the total requiring service 
reaches 6, 000, 000. 

During the current fiscal 
year, REA is lending $200, 000, 000 
to states to provide service for 
non-electrified farms. At tbe 
beginning of its program ic 
1935, less thaff 11% of the 
nation's farms had centr 
station service, REA said, con 
pared with 44.7% today. 


the 


Builds Cola Vendors 

A newautomatic vending machive 
is being manufactured exclusive’) 
for Coca-Cola bottlers by F. --. 
Jacobs Company, Indianapoli: 
Several thousand units have be® 
ordered by the company. The s°¥ 
cooler-vendors, which include 
coin changers, are soconstruct«d 
that they will’ handle only Coce- 
Cola bottles. 


Outdoor Advertising 
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54% of U.S. Home 
Women are ‘Soap 
Opera’ Fans: (BS 


New York, Oct. 24.- Of all 
yomen at home in the daytime, 
54% are soap opera fans, accord- 
ing to @ recent survey made for 
Columbia Broadcasting System on 
the daytime radio serial. The 
survey, enlisting 6,000 adults, 
yas based on personal interviews, 
yolunteer audience groups and a 
"listening diary” kept by 1, 000 
listeners asked to note their 
reactions to soap operas. 

Listeners were divided into 
pignh cultural groups (those who 


tistics, said, "That girl is not 
true tolife; there isn't a woman 
alive like that; just as there's} 
no woman typical of true life 
like the villainess we analyzed 
in another script; she was 100% 
negative, without one single 
trait of good character." 
The experts offered suggestions 
for bettering radio daytime ser- 
ials, based on answers to the 
survey. Be sure the outlook of 
each serial is socially desirable, 
rather than socially harmless, 
they advised. This does not mean, 
the experts said, that a serial 
should be used as a tract, as 
propaganda, or as a vehicle for 
controversy, but the characters 
should reflect a high sense of 
social responsibility. 
Authorities whomade the survey 
included, for business research, 


Dr. Raymond H. Franzen, psychol- 
ogist and consultagt on statis- 
tical research; for radio re- 
search, Dr. Paul F. Lazersfeld, 
director of the office of radio 
research, Columbia University; 
for pyschological research, Dr. 
Carl R, Rogers, professor of 
clinical psychology, Ohio State 
University, and for public opin- 
ion, Elmo Roper, director of the 
Fortune public opinion surveys. 


Expands Cartoon Series 

Centennial Flouring Mills Com- 
pany, Seattle, has widened its 
cartoon advertising drive to 
cover publications for the gro- 
cery trade and for dog owners. 
It will continue in newspapers 
and farm publications. Honig- 
Cooper Company, Seattle, handles 
the account. 


Releases Coal Booklet 

To help coal dealers gain a 
firm foothold in the new homes 
market and to retain customers 
who plan to modernize present 
homes, the Bituminous Coal Ia- 
stitute is offering a 30-page 
booklet, "Twenty Prize Contest 
Small House Designs." The book- 
let, featured in Institute ad- 
vertising in American Home, Am- 
erican Builder and Architectural 
Forum, displays 20 desigas for 
homes to cost not more than 
$6,000, based on national average 
building costs, with provision 
for modern bituminous coal heat- 
ing included in each design. 
The booklet, offered at 10 cents 
a copy, has been mailed to a 
national list of secretaries of 
state and local coal merchants 
associations, architects, build- 
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ers, real estate firms, etc. 
Benton & Bowles, New York, haa- 
dles advertising for the Insti- 
tute. 


Cabinet Costs Unchanged 

CG Fred Hastings, general sales 
manager, American Central Mfg. 
Corporation, Connersville, Ind., 
has revealed that the company's 
kitchen sinks and cabinets, 
which American willsoon produce, 
will cost no more than they did 
in October, 1941. 


Station WDGY Sold 

Mrs. George W. Young, owner of 
WDGY, Minneapolis, has sold the 
station to the Twin City Broad- 
casting Company, owned by the 
operators of KOIL, Omaha, and 
DFOR, Lincola, Nebr. 


completed high school or college 
and are in high income brackets); 
low (those who have less than 
high school educations and are 
in middle economic groups; and 
average (those whose education 
and economic condition lie be- 
tween high and low.) 

In the “bigh" group, 35% listen 
to daytime serials; in the "av- 
erage” bracket, 48% listen, and 
in the "low and lower” groups, 
still larger percentages listen 
"because in those homes there's 
less money to spend for other 
kinds of activities." Surpris- 
ingly, 40% of the college women 
listen to daytime serials, and 
$53 of the highest economic level 
are listeners. 


Average 5.8 Serials Daily 


The women reported listening 
to 5.8 different serial programs 
per day, and spend an average of 
one hour and 27 minutes hearing 


them. The average serial, it 
was found, is heard 2.5 times a 
week. 


Yhile many differences were 
found in the activities of women 
in the different cultural levels, 
the survey showed that no dif- 
ference exists between listener 
and non-listener in the same 
cultural level. Furthermore, 
within the same levels, the wom- 
an who does not listen to radio 
serials is happy in life to the 
same degree as the serial listen- 
er. 

So far as housekeeping ratings 
are concerned, it was determined 
that, im the same levels, there 
is no evidence that a woman is a 
better or worse wife, mother or 
housekeeper because she listens 
to daytime serials, or does not. 


‘True to Life' 


Asked, "What is it about your 
favorite serial that you like?" 
45% said, "It's true to life," 
or "It's homey," etc.; 25% re- 
plied interms of the story,say- 


ing, "It's interesting" or "It's |]. 


exciting,” while 29% said they 
like the serial because they like 
the voices and acting and the 
stories give “lessons in living." 

Yet analysis disclosed that 
the heroines they prefer are 
anything but “true to life," 
vith the leading lady of the ra- 
tio serials being "99.4% pure", 
vise, understanding, considerate, 
‘ffectionate, reasonable, hon- 
Crable, tolerant, helpful, real- 
istic and brave. The experts, 
10 psychology as well as in sta- 
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SELLING NEW HAVEN'S 
INDUSTRIAL WORKERS 


The Journal-Courler goes Into industrial 
Plants by the thousands dally—each copy 
reed by many, and passed on from shift 
to shift—each copy working 24 hours dally 
tc bring you coverage of today's best- 
ipending customers . . . 100,000 readers 
dallyl 


* *« THE x * 
NEW HAVEN, CONN. 
JOURNAL-COURIER 


NEWS Fosr | 


Nowaogs 


wimeee 


RACING FOR BIG STAKES 


Baltimore is the sixth largest city and one of 
the richest markets in the country. And it's ; 
likely to stay that way. Listen to what an offi- 
cial of the Bureau of Census says: ‘‘Rapid war- 
time growth in population; good to excellent 
chance of retaining it after the war.’’ What do 


they read in Baltimore? The News-Post with 
the biggest circulation in the city . .. and 
every reader a customer. Tell it and you'll sell 


it in the Baltimore News-Post. 


Baltimore News-Post 


NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 
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A Pat From Benton 

To the Bditor: Your story in 
Advertising Age is the best bal- 
anced andygshows the most insight 
of any I have seen on this ap- 
pointment, including the skillful 
tie-up with Chet Bowles. Thanks. 
You must have a damn good Wash- 
ington correspondent. . . 


William Benton, 
Assistant Secretary of State, 
Washington, D. C. 
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'Deods' end Servicemen 

To the Editor: Men dining in 
mud, mosquitoes, etc., etc., find 
that they have to use poor sub- 
stitutes for Mum Things like 
soap and water do the work for 
10 minutes, then a guy gets 


This department is a reader’s forum 


"fragrant" again, because some 
G. I. says, "Say, why don't you clean 
up and use Mum?" 

P.X.s obviously don't sell 
this product or any other coun~ 
terpart, so I have it sent to me 
from home. That takes about six 
months before I get it and it's 
gone in one day. After all, a 
one-ounce container can't last 
more than one day for 40 men, 
can it? Therefore, I say to 
find the male counterpart of the 
female Mum ad, play the angle in 
reference to men. 


Naturally, men don't like to 
talk about it, but a good re- 
search man would find that the 
well-groomed man, the truck 
driver, the baker and other men 
secretly use Mum and other deo- 
dorants. Get your research 
bloodhounds on the trail and 


. Letters are welcome. 


you'll have interesting copy. 
It also sells the product. 

The gals back home have been 
sending these "deods" in quite a 
few packages to their menfolk 
overseas. It's just a gentle 
hint, you know. "Use it to 
prove it," is my motto aid sales 
talk in whatever I sell. This 
brings me to a temporary halt in 
this memo and until I hear from 
you I'll be seething you. 


W. Barclay Abott, 
c/o Postmaster, 
San Francisco. 
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"A' For Effort 

To the Editor: Congratulations 
on the current issue. You are 
to be commended upon an issue 
which is the product of a diffi- 


as ae 
he ae Gee 
eee 6a 8 4 


is | AS Sane 
i i 
Ne ; a ‘i 


ae 


oF 
vi 


¥ 


; 


SEE WHAT A MARKET S# 
These Little Pigs Make 


BALTHY little porkers . . 


. foods of golden corn .. 


on lowa’'s lush acres... 
Pat them all together—what do they spell? 


Jast this: one of the country’s richest URBAN markets . . . 


Top Twenty. 


“NS 


. cows and hens thriving 


ranking among the 


Why an wrban market? Because Iowa's agriculmral wealth is channeled into 


lowa towns and cities... 


unending tune of lowa’s amazing prosperity. 
And what an urban market! It spends $46,291,000 yearly for drugs and cosmetics 


.. . $253,387,000 for groceries . 


the half of it! 


. . $85,920,000 for clothing . . . 


into the stores and shops where cash registers ring an 


and that’s not 


The easiest, lowest-cost, most effective way to reach urban Iowa is through the 
Des Moines Register & Tribune. This newspaper reaches urban buyers in every 


nook and corner of lowa.. 


retail dealers as well! 


. and, for good measure, throws in the majority of 


Put urban lowa on your list with the Des Moines Register & Tribune—then let 
urban lowa pur YOU ahead in sales. 


Covered 
by 


A STATE-WIDE 


Metropolitan lowa- 
THE DES MOINES REGISTER ano TRIBUNE 


URBAN MARKET RANKING AMONG AMERICA’S FIRST 20 CIiTHes | 


Nationally represented by Osborn, Scolare, Meeker & Co., New York, Chicago, Detroit 
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cult time. You came through 
nobly. 

Robert A. Schmid, 
Vice-President, Advertising 
and Research, Mutual Broad- 
casting System, New York 
To the Editor: You certainly 
are to be congratulated for the 
job you are doing in endeavoring 
to keep subscribers posted on 
the news in the advertising 
field. . .We can readily under- 
stand what it means to have your 
book tied up due to strikes and 
other conditions over which you 
have no control whatsoever. . 

I am confident that what you are 
doing for Advertising Age sub- 
scribers is not going to be lost 
on them when the time comes for 
renewals. 

Hull Bronson, 

Executive Secretary, National 

Industrial Stores Association, 

Washington, D.C. 

To the Editor: Congratulations 
on the Oct. 8 issue of Advertis- 
ing Age. I was tremendously 
impressed by the way you handled 
this edition, 

Bill Menne, 

Western Representative, 

The American Magazine, 

San Francisco. 

To the Editor: Hats off to 
Advertising Age for the ingeni- 
ous way in which you went after 
a problem which must have gone 
way beyond being a headache, 

E. P. J. Shurick, 

KMBC, Kansas City, Mo. 

To the Editor: I am tremen- 
dously interested in your editor- 


ial, "Recruiting Advertising 
Men," in your strike issue of 
Oct. 15. Could you refer me‘to 


someone who could send me the 
information about the Chicago 
plan of "advertising internships"? 

I am sending you a brochure 
describing a plan to look after 
returned men in this country set 
up by the Advertising and Sales 
Club of Toronto. Our program is 
now in full swing and it is es- 
timated that through the influ- 
ence of the Club, 100 men have 
been placed to date in either 
advertising or selling in this 
area, 

Congratulations to you on your 
initiative in producing a most 
readable issue under very diffi 
cult circumstances. I am sure 
your readers will long remember 
this instance showing the length 
to which you will go in giving 
them service, 

Hall Linton 

Assistant Advertising Manager, 

Maclean’s Magazine, Toronto. 

To the Editor: I was very much 
interested in your Oct. 15 issue. 
Perhaps Vari-Typer is easier to 
read than ordinary composition... 

Your editorial on "Improving: 
Marketing Techniques" is good,| 
important and needed. When we 
get science into marketing we 
will be able to measure order 
production per man per year and 
know what it costs via different 
methods. 

A dollar saved by a man in the 


field is just as important as 
one saved in the plant. Adver- 
tising and catalogs are time and} 
cost-saving tools for order pro-| 
duction just as much as material 
handling equipment is in the 
plant. The only trouble is that 
it is more difficult to measure 
performance 
C.L. Williams, 

Vice-President and General 

Manager, Sweet's Catalog 

Service, New York 


No Copies Available 
To the Editor: Reference is) 
made to the Oct. 1 issue of Ad-| 
vertising Age 
We would be pleased to receive} 
reproduction of Old Bushwah| 
Distilleries, Inc., "Greetings| 


| 


| Kitchenaire model 


| circuit. 


to Homecoming Heroes," suitab}. 
for framing. If available, we 
would like to receive a copy of 
the other three that precedog 
this message from old Bushwab. 


J .8, Callum, 


Manager, 

Consolvo & Cheshire, Inc. 
Norfolk, Va. 

To the Editor: I should ap- 


preciate a copy of the message 
from Old Bushwah Distilleries, 
Inc., as reprinted on Page 72 of 
your Oct. 1 issue. 

It is unique and beautifully 
written and makes an excellent 
contribuiion to your newspaper - 
which isread from cover to cover 
each week. 


Hazel Ellsworth, 
Advertising Department, 
Interstate Bakeries Corp., 
Los Angeles. 


(Editor's Note: Advertising 
Age cannot supply copies of the 
message fromOld Bushwah Disti11- 
eries, since this free verse 
appeared originally in The Sat. 
urday Review of Literature and 
was not an ad at all.) 


Adman's Ode To That 
'Lachrymose Litterateur' 
To the Editor: Appended here 
with is my reaction to the al- 
leged poem by David L. 
published in your Oct. 1 issue. 
What the hell anybody can 
write blank verse. i 


Cohn 


Advertising Man Greets Lachrymose 
Litterateur 


Let me assure you, Sir, that | 
share 

Sorrow at absence’of bouquets 
rare. 


‘Napoleon brandy 
Would be dandy 
Fie on Old Bushwah's piddling 
excuse 


That war needs halted joy 
juice. 
(Beat a drum 
For Cuban rum) 
But underneath this sudden 
dolor 
Hides there horse of ‘nother 
color? 
(Beer won't do 
For 1 an you) 
[ surmise, Mr. Cohn, that you 


eschew 
Advertising itself asa devil's 
brew. 
(Lots of vodka; 
Isn't that oddka?) 
No ads, no dough now let 
guess: 
The 
the 


State would have to rin 
press. 

(Have some sake' 

Little Lackey) 

Robert L. Hutchinson. 


Davis Advertising 
Louisville 


Manager, 
Agency, 


Radio Craftsmen, Inc., 
Set the Record Straight 
“To the Editor: In line with 
our discussion, I am submitting 
correct data covering The Radio 
Craftsman,-Inc., Kitchenairé 
model radio, referred to in tne 
story in your Oct. 15 issue 

1. The name of our company :§ 
The Radio Craftsmen, Inc. 

2. Contrary to your article 
there is no relationship between 
Sonora Radio and Televisiou © 
pany and the Radio Craftsme 
Inc., and by the same token we 
are playing no part in the ma 
facture or assembly of Sonor 
large floor model combinat 
unit. 

3. The correct data on 
is as follows: 
a 5~tube radio, built 

AC or DC super-heterody 
The cabinet is 4 
metal in baked white enamel fi 
ish with the option of severé 
trims, including red and blu 


It is 
aerial, 
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two polished glass shelves for 
,itchen knickknacks and gadgets 
on each Side of the unit. The 
escutcheon is also of glass, 
qiffusing light across the panel 
The receiver can be mounted on 
the wall by means of a special 
mounting bracket. It is 22" 
wide, 11" high and 6" deep. No 
retail price has, as yet, been 
established. 

D. RFR, Cannon, 
The Radio 
Chicago. 


Sales Manager, 
Craftsmen, Inc., 
- e 


True Test Mailinas 

To the Editor: It is about 
time that somebody "wisened" up 
the mail order and direct mail 
people on the matter of number 
of names used on test mailing. 
| refer to an article which ap- 
peared on your feature page in 
the issue of Oct. 1. 

Anyone and everyone who has 
done anything in market research 
and statistics knows that there 
is a mathematical answer for 
this question, and that this is 
not a flat percentage of the 
total list, to be applied gener- 
ally without regard to size. 

In other words a test of 1,000 
letters of 10% or whatever the 
case may be does not of and by 
itself comprise a true test. 
This has been proved by the opin- 
ion testing people and has been 
widely written up in the press. 


Agency President, 


New York 
* = i 


Takes Darr to Task 
For Labeling Statement 


To the Editor. Shame on J.W. 
Darr, president, Institute of 
Public Relations, for making the 
following statement in his letter 
printed in your Oct. 15 issue: 

"And, if all A grade products 
in agiven Category were thesame, 
and all B grade and C grade 
products, the need for adverti- 
sing would cease; and end of ad- 
vertising would bring on the end 
of afree press and a free radio." 

The underscored words are 
deeply questioned and, as a mat- 
ter of fact can be easily dis- 
proved. Suppose, for example, 
company No. 1 sells "A" grade 
peas and company No. 2 sells "A" 
grade peas. Let us say that 
both cans of "A" grade peas are 
exactly the same in weight, vit- 
amin content, size of peas, and 
in such other specifications as 
may be established as the mini- 
mum forgrade "A" classification. 
Obviously the housewife gets the 
same whichever can she buys. 

But...and here, for example, 
are a few examples of where and 
how the grade "A" can of Company 
1 is superior to the can offered 
by Company 2: 


1. It exceeds -definitely 
Proven - that the quality is 
better than the established 
min imum. 

2. It is put out by a company 
of long reputation. 

3. It is one of a well-known 
family of products having the 
Same trademark feature. 

4. It is packed in a square 
Can sothat the dealer and house- 
wife can store more cans on his 
or her shelf. 

5. It is packed in glass so 
the purchaser can "see" what she 
is buying. 

). The peas are grown by the 
Company on their own farm. 

All employes in the packing 
Or Canning plant are given rigid 
Physical examination at regular 
intervals. 

Ss. Any employe with a cold, 
infection, etc., is denied ad- 
Mittance to the processing rooms. 

9. Employes are required to 
Wear rubber gloves at all times. 

10. Inspection for perfect 
Peas is done by an electric 
Seeing-eye detector ‘or by some 
®lectrical device), etc., etc., 


etc. 

Boy, what astory company No. 1 
has totell the people in nation- 
al magazines, radio, newspapers, 
and every other medium! And 
housewives do want to know these 
things about the food products 
they buy. They want to know the 
same whether it's a can of peas, 
a dish drainer, material for a 
dress, or whatever other item 
that is for sale. See the check 
list of possibilities for sound 
public relations in the new book 
by Lasser. 


There appeared somewhere a 
short while ago a simple defini-~ 
tion of public relations, "Do- 
ing good things at the right 
time and then telling the public 
about them." Certainly the 
standardizing of grades will call 
for intensified public relations 
activities. No two products can 
ever be exactly the same no mat- 
ter how exacting the specifica- 


tions of grading. 

Think it over, Mr. Darr! Gra- 
ding is not an atomic bomb which 
will destroy advertising or pub-- 
lic relations. 


C,. B. Howard, 
Manager, Advertising & Agency 
Cooperation, Citizens Insur- 
ance Company of New Jersey, 
Hartford, Conn. 


*- ¢ *# 


Pleads For Accuracy 


To the Editor: This is a plea 
for more accuracy in advertis- 
ing. Lately, it seems that 


Copywriters have become a bit 
careless, and several flagrant 


errors have appeared in print. 
Obviously, when such mistakes 
are noted by readers, they re- 


flect on the advertisers or 
their products, and do much to 
break down confidence in all 
advertising. 


For example, an ad recently 
appeared, featuring Kinsey 
whisky. It was one of a series 
entitled, "What's the Name?” 
The drawing of a "tell-tale, 
used by railroads, resembled a 
huge rake. The text read: "It's 
a railroad device, which warns 
brakemen of the approach to a 
low bridge or tunnel. Usually, 
it's made of wire". Horrors! 
If atell-tale were made of wire, 
railroad men would be scratched 
Or cut severely if hit in the 
face with it. The "danglers” 
are heavy cords. In all proba- 
bility, the copywriter and the 
artist knew very little about 
the subject. 


The current carcard for Pepsi- 
Cola shows a fisherman, bask ing 
in the sun and enjoying the bev- 
erage. Very few good fishermen 
would use a flyrod for worm 
fishing, althoughit is sometimes 


21 
would not leave bis string f 
fish out in the sun to die and 
spoil. 
The American Tobacco Company 
nr} Shows tobacco growers admiring 4 
leaf of M.F.T But sometimes 
the leaves are held stem up and 
at other times, stem down. ‘When 
judging a tobacco leaf, an ex- 
perienced grower will ordinarily 
hold it stem down--tip, point up. 
Sinclair hadabit of ambiguity 


in a recent ad in Collier's when 
they stated, "Sinclair with 
8.000 producing wells drills 
hundreds of new wells yearly to 
increase our crude supply.* 


Wouldn't “our supply of crude” 
Phave been better? Maybe the 
copy chief was on vacation when 
the ad went through. 

This isn’t an attempt to be 


“picky” but a one-man crusade 
for greater care in preparing 
advertising copy 

Leo P. Bott Jr.. 


done. But any good fisherman 


Chicago, I11. 


KTUL is the only station in 
Oklahoma with permanent SPEC- 
TACULARS! 


Billboards in the progressive 
Magic Empire ‘area’ localize 
KTUL for its listeners. 


Bus cards “EXCLUSIVE” in 
Tulsa AND in Oklahoma's 3rd 
city of Muskogee, as well! 


iT) ‘area’ 
benefit of 


Regular _ insertion 
newspapers for the 
KTUL's clients. 
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Appliance Firm 
Names Kalom; 
Others Appointed 


Kalom Company, Chicago, has 
been appointed advertising coun- 
sel for Appliance Industries of 
America, Chicago, manufacturer 
of Stedi-Glo electrical appli- 
ances, and American Furniture 
Novelty Company, Chicago, maker 
of tables and cabinets, Business 
and consumer publications will 
be used for both accounts. 

H. M, Klingensmith Advertising 
Agency, Canton, 0., has added the 
accounts of Alliance Rubber Com- 
pany, Alliance, 0.; Gibson- 
Stewart Company, Cleveland, con- 
tractors’ equipment; Old Colony 
China Company, New York, dinner- 
ware; Vallen, Inc., Akron, stage 
equipment, and Harvard Realty 
Company, Cleveland. 

U. S. Photographic Equipment 


has ap- 
Inc., New 


Corporation, New York, 
pointed Shappe-Wilkes, 
York, to handle its account. 

The advertising of Bayside 
National Bank, Bayside, N. Y., 
has been placed with S. Duane 
Lyon, Inc., New York. News- 
papers and radio will be used, 

J. L. Hudson, Detroit depart~ 
ment store, has named Spades 
Advertising Agency, New York, to 
handle a special retail institu- 
tional campaign. 

Hackensack Cable Corporation, 
Hackensack, N.J., manufacturer 
of wire rope and cable, has ap- 
pointed Schuyler Hopper Company, 
New York, to handle advertising, 
sales promotion and field re-~ 
search. 


Two Name Schulhoff 
...-Marcel Schulhoff & Co. has 
been appointed to handle the na- 
tional advertising of Wm. T. 
Knott Company, buying office of 
Mercantile Stores, Inc., and to 


jhandle the advertising of tubular 


chrome metal furniture of Day- 


strom Corporation, Olean, N.Y., 
an American Type Founders asso- 
ciate. 

..-Air-Speed Tool Company, Los 
Angeles, has placed its adver- 
tising with Booker-Cooper, Inc. 

+. scott-Telander, Milwaukee, 
has been appointed by Hand Knit 
Hosiery Company, Sheboygan, Wis., 
to handle advertising for Wig- 
wam sportsmen's socks. Hand Knit 
will continue its campaign in 
leading national outdoor mag- 
azines. 


*Radio World‘ Appoints 


ooo Re. C. Smith & Son Ltd., 
Toronto, has been appointed to 
handle advertising for Radio 
World, listener paper. Adver- 
tising is now appearing in daily 
newgpapers in Toronto and on 
outside car cards. 

... Barbara Joan Togs, girl's 
dress manufacturer, BoJo Enter- 
prises and Bobby-Jo Originals, 
New York, have placed their ac- 
counts with A. M Sneider & Co., 
New York. Magazines, newspapers, 
radio and business papers will 
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GEYER’S 


TOPICS E 4 
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Since 1877 the dominant trade magazine among retailers 
and wholesalers of stationery, business machines and 
office equipment. The only magazine in the office equip- 
ment field with circulation restricted to dealers exclusively. 
This concentration on the trade field makes possible the 
strong dealer editorial policy so popular with readers em- 
phasizing specific selling, merchandising and display 
methods with complete news coverage of trade events. 


—_ 


OFFICE MANAGEMENT 
and EQUIPMENT 


An outstanding success since its founding as OFFICE 
EQUIPMENT DIGEST in 1940, the editorial appeal of this 
magazine now covers the entire range of problems of 


office management in large 


corporations. Edited exclu- 


sively for management executives (treasurers, office man- 
agers and purchasing agents) who direct the office opera- 
tion and control the purchasing of the vast volume of office 
equipment and supplies used by the nation’s major busi- 


ness organizations. 


More than 200 office equipment and supply manufacturers 
are now using combined campaigns in these two “tailored 
to fit” publications to place clear cut s2les messages 
before each of these vital groups in its own language. 


Write for Cineulation Analysis and Combination Rate Schedule 
GEYER PUBLICATIONS 
260 Sth AVENUE — NEW YORK 1, N. Y. 


Alse publishers of THE GIFT AND ART BUYER, SPORTS AGE and Trade Directories 


be used. 

..»Bell Glove Company, Glovers- 
ville, N. Y., manufacturer of 
women's gloves, has appointed 
Ray-Hirsch &Waterston, New York, 
to handle advertising. Fashion 
magazines and business papers 
will be used. 

.»-Moser & Cotins, New York, 
has been named to handle the ad- 
vertising of Downy Products Com 
pany, Orange, N. J., manufactur- 
er of Golden Fleece non-metallic 
pot cleaner and scour cloth. 


Appoints Seidel Agency 


-+.-Seidel Advertising Agency, 
New York, has been appointed by 
Basic Books, Inc., New York, to 
handle its advertising and promote 
membership in its psychoanalysis 
book club. 

..Advertising Bureau of Amer- 
ica, New York, has been appoint- 
ed to handle the advertising of 
Unique Jewelry Company, American 
Products Company and Radio City 
Music Academy, New York. 

«»-Malcolm W. Starr, 
and Dodge dealer, 
Conn., has appointed S. Duane 
Lyon, Inc., New York, to handle 
advertising. Radio, direct mail 
and newspapers will be used. 

-..-Crown Controls Company, New 
Bremen, 0O., manufacturer of tem 
perature controls, has placed 
Jutzler Advertising Agency, Day- 
ton, incharge of itsadvertising. 


Names Redfield - Johnstone 

...Ben Russell, Inc., New York, 
has appointed Redfield-Johnstone, 
Inc., New York, to handle its 
advertising. 

--.Strauchen & McKim Adver- 
tising Agency, Cincinnati, has 
been appointed advertising and 
public relations consultant of 
Allergy & Medical Products Com- 
pany and Sterling Glass Company, 
both in Cincinnati. Trade jour- 
nals, consumer magazines, direct 
mail and newspapers will be used 
by both accounts. 

...»Mercready & Co., Newark, 
N. J., has been named to handle 
the advertising of Optimus 
Detergents Company, manufacturer 
of industrial cleaning materials, 
and Optimus Equipment Company, 
maker of industrial and metal 
cleaning equipment, both in 
Matawan, N. J. 


Plymouth 
Waterbury,- 


Hires Appoint Atlas 

-.» Chas. E. Hires Company, 
Chicago, franchised bottler of 
Hires root beer for Chicago 
metropolitan area, has appointed 
Atlas Advertising Agency, Inc., 
Chicago, to handle all its ad- 
vertising and that of the parent 
company in the Chicago area. 
All local media, including 24- 
sheets, painted bulletins, 
painted walls, newspapers, spot 
radio, and point-of-sale dis- 
plays, will be used. 


-..Shappe-Wilkes, Inc., New 
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sium on “ The Veteran’s Place 
to right are: 


PLAN PACIFIC ADCLUBBERS’ PROGRAM---Using a studio of Radio 


Tokyo as headquarters, these three members of the recent |, 
‘ organized Pacific Advertising Club discuss plans of a sympo 


in Postwar Advertising.’ Left 


Herb Buhrow (McGraw-Hill), organizer and se 


retary of the club; William Raidt (D’Arcy), and Bill Berns 


of WNEW. 


The three New Yorkers have served on the pub! ic 
relations staff of Gen. MacArthur's headquarters. 


York, has been appointed to 
handle the advertising of Dis- 
play Stage Lighting Company, New 
York, manufacturer of Fresnel 
Photospots, and Mendelsohn Speed- 
gun Company, Bloomfield, N. J., 
manufacturer of photographic 
flash speedguns. 


Somar Names Iola 
.++B, D. Iola Company, Inc., 
New York, has been appointed by 
Somar Specialty Corporation, 
Bridgeport, Conn., maker of 


"1001" reblade knife and other 
hobbycraft tools, to handle its 
advertising. 


..-Dexter Chemical Corporation, 
New York, has placed its adver- 
tising with Jules Lippit Adver- 
tising, New York. Trade publi- 
cations will be used to promote 
chemical products for the textile 
industry. 

..-AdFried Advertising Agency, 
Oakland, Cal., has been appoint- 
ed to handle the advertising for 
anew insecticide containing DDT, 
which will be put on the market 
[by H. R. Davi Company, manufac- 
turer of Miracle Foam. 


«Hill Advertising, Inc., New 
York, has been placed in charge 
of advertising of Flush Wall 
Radio Company, Newark, N. J. 
Frank Ziebl, formerly production 
manager of J. M. Hickerson, Inc., 
has been made production manager 
of Hill Advertising, Inc. 


.--Nye & Nissen, San Francisco, 
packer of Biddy brand eggs, has 
appointed Brisacher, Van Norden 
& Staff tohandle its advertising. 
Car cards, 24-sheet posters and 
newspaper color advertising will 
be used in the San Francisco Bay 
area. 


Four Name Dor! and 


-»-Dorland International- 
Pettingell & Fenton, New York, 
has been appointed by Shield 
Laboratories, Detroit, American 
Pharmaceutical Company, New York, 
Cole Chemical Company, St. Louis, 
and Laco Products, Baltimore. 
Business papers will be used. 

--- sydney S, Lovitt Company. 
Chicago, has been named to handle 
the advertising of C-Caps, cold, 
fever and grippe capsules. [he 
agency has moved to larger quar- 
ters on the second floor of the 
Diana Court building. 
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Tire Chains 
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TIRE REVIEW 


Your Market Place for 
Auto Supplies 


Home Appliances 
Housewares 
Paint Supplies 


TIRE REVIEW 


Published at Akron, Ohio, for 44 years 
for the tire and super service stations 
31 N. SUMMIT ST., AKRON 8, OHIO 


Los Angeles—J. H. Tinkham, 1406 S. Grand Ave. 
Phone Richmond 6191 
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Ham to Doremus; 
Agency Changes 


Mason L. Ham, for the past 
year agency executive ona the 
General Blectric account with 


Batten, Bartoa, Durstine &Osborn, 
New York, has beer appointed maa- 
ager of the Commercial department 
of Doremus & Co., in Boston. 
Before joining the Naval Reserve 
io 1942, Mr. Ham was proprietor 
of hisown Boston agency for sev- 
eral years. 

...d. David Cowen, recently re- 
leased from the Navy, where he 
conducted what is considered to 
be the first public opinion sur- 
yey among Polynesian and Melan- 
esian Islanders, and edited the 
first regular newspaper in basic 
Roglish, has rejoined Deutsch & 
Shea Advertising Agency, New 
York, aS account executive. 

..» Richard James, formerly ac- 
count executive with Peck Adver- 
tising Ageacy, New York, has re- 
turned to the agency after two 
years with the American Red 
Cross in New Guinea and the Phil- 
ipp ines. 

..- Nelson Newmark, formerly 
with North American Aviation 
Corporation, has jpined the Los 
Angeles office of Beaumont & 
Hohman, as art director. 


Snyder Starts Service 


...Gilbert D. Sayder, art di- 
rector of Sharp-Owens, Inc., New 
York, has resigned to opea his 
own package designing service at 
$45 Broadway. He has been engag- 
ed by Louis Dejoage & Co., New 
York, as art and merchandising 
adviser. 

..eHarold Merillat, formerly 
with f. W. Kastor &Sons, Chicago 
has joined Ted Bates, Inc., New 
York, a8 an art director. 

.. Richard 8 Beaa, réleased 
from the armed forces, hasretura- 
ed to Biow Company, New York, as 
space buyer. Also returaiag to 
Biow is Ernest Conrad, art di- 
rector, 

.»» Sgt. Joseph Shaw, recegtly 
discharged from thearmy, has re- 
joined Franklin Bruck Advertising 
Corporation, New York, as art 
director. 

.oe fH, W. Grathwohl, former cap- 
tain in the Army engineers, and 
previously with Doyle, Kitchen & 
McCormick, New York, has joined 
Deane Jones Company, New York, as 
&p account executive, 


Named Copy Chief 


..» Florence McKenna, previously 
with Dancer-Fitzgerald-Sample, 
has been named copy chief of 
Goldman & Gross, Chicago. Edward 
Nittlestadt, formerly art direct- 
or of United States Advertising 
Corporation, has been appointed 
art director. 

..+Tim Morrow, for the past 
three years radio director and 
account executive with Bozell & 
Jacobs, (Illinois), has resigned 
to form his own radio production 
agency, to be called Tim Morrow 
Productions. 


...C. A. Trapp, formerly with 
Anfenger Advertising Agency, 
St. Louis, has joined the copy 
Staff of Garnder Advertising 
Company, St. Louis. 


Sales Agency Formed 

hompson & Associates, Inc., 
Sales promofion agency, has been 
opened with headquarters in Chi- 
Cago at 165 W. Wacker Drive. 
Officers include: Douglas 8B. 
Thompson, president, who pre- 
Yiously was co-owner of Belnap & 
Thompsoa, Iac., Chicago sales 
Organization; Kimball L. Neal, 
vice-president aad secretary; 
A. H. Vodegel, vice-president 
an) sales manager; Fred C. Gould, 
Vice-president ia charge of the 
Detroit office, and Robert Bal- 
lactiae, art director. 


1945 
Re joins Platt-Forbes 


Lt. John Monsar- 
rat has resumed 
his duties as 
vice-president of 
Platt-Forbes, 
Inc., New York 
agency, after 
serving for more 
than three years 
in the Navy. 

Commissioned in 
May, 1942, the 
Platt-Forbes executive served 
more than 18 months as radar of- 
ficer aboard theaircraft carrier 
U.S.S. Langley in the Pacific. 


John Monsarrat 


Forms Oxarart Agency 
Frank Oxarart, who resigned 
recently as manager of the Los 
Angeles office of the Biow Com- 
pany, has opened the Frank Oxarart 
Advertising Agency at 672 So. 
LaFayette Park Place, Los Angeles. 
It will handle advertising of 
the Caltone Corporation, citrus 
juice bottler; Derma Regis, and 
Congo aad Bracelet perfumes. 


End of Shortage 
Shoves War Baby 
Brands Back 


New York, Oct. 28.--With the 
ending of government contracts, 
the Big Five cigaret brands-~- 
Lucky Strike, Camel, Chester- 
field, Philip Morris and Old 
Gold--have gone back in quantity 
on dealers' shelves, and in the 
process have pushed practically 
all "war baby" brands into ob- 
livion, trade sources say. 

Exceptions noted are Rameses 
of Stephano Bros., Philadelphia, 
and Chelsea of Larus & Bro., 
Richmond. Neither of these, 
strictly speaking, is a war baby. 
Rameses, in fact, is 50 years 
old and Chelsea was introduced 
before the war. But both have 
been aided by aggressive wartime 
promotion. Due to acceptance by 
service people overseas, Chelsea 
is said now to rank seventh in 


8ales. Raleigh of Brown & 


Williamson is rated sixth, but 
is said to have slipped a bit in 
recent months. 

Annual cigaret sales now total 
about 350 billion units. Of 
this, all the war babies--other 
than Rameses and Chelsea--are 
said to account for less than 
one billion. Although distri- 
butors are guessing as to demand 
for individual brands, Lucky 
Strike and Camel are now further 
out front than ever, with 
Chesterfield, Philip Morris and 
Old Gold bunched. Accurate de- 
termination of consumer brand 
demand may not come until next 
spring. 

Smaller Tobacco Manufacturers, 
affiliated with Grocery Manu- 
facturers of America, has changed 
its name to Associated Tobacco 
Manufacturers. T1.F. Flanagan is 
chairman; Edward F. Ragland, 
secretary, and John Reed Murphy, 
general manager. 


Employes Buy Cochrane 
Cochrane Corporation, Phila- 
delphia, manufacturer since 1863 
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of steam power plant aad indus- 
trial equipment, has been per- 
chased by a group of its em- 
ployes. New officers are T. &. 
McBride, president, and vice- 
presidents C. B. Joos, Vv. A. 
Rohlin, A. B. Kittredge and B. S. 
Daugherty. No change in policies 
is planned. 


Form Design, Inc. 

R. W. McDonald, art director, 
special development unit oa post- 
war non-aircraft, Boeing Aircraft 
Company, during the war period, 
has joined with Hal Jackson, 
West Coast newspaper man and pub- 
lisher, to form Design, Inc., 
specializing im industrial de- 
sign. Offices are at 681 Market 
St., San Francisco. 


ST. «83 as SE F* 6s 
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ST. JOSEPH NEWS-PRESS 
St. Joseph Oazectte 


CAP 


All over the rich farm lands of mid-America, 
bankers check Capper’s Farmer subscriber lists and say... 


..» IT’S A FAVORITE WITH : 
THIS BANK’S BEST ACCOUNTS!” 


@ The fertile midlands of the U. S. are tilled by 1,200,000 
families who read Capper’s Farmer. With these families, 
farming is a business—a means of making a good living 
and more besides. They are the world’s best farm families, 
eager to make their business stil] more profitable. And 
they take Capper’s Farmer to get real help. 


The “how” of farming—the what-where-when-why of 
farming—is what they want to read... who did it that way 
and how did it turn out? Supplying the answers keeps the 
staff of farm editors and household editors traveling to find 
out. Each month an index of articles is published which 
the editors call “Cash Contents.” The term “Cash Contents” 
is a clue to editorial thinking. It’s also a reason why rural 
bankers can say what they do of C. F. readers. 


Keith Thompson, Asst. Cashier, Bank of Hunter 
(Okla.), examines the list of C. F. subscribers 


in his community and pronounces them excel- 
lent farmers and valued patrons of his bank. 


WoO MASS SMALL 


FARMER 


The ONE National Farm Magazine that Speaks the Farmer's Language 
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Red & White 
Resumes Control 
of Brands, Sales 


Chicago, Oct, 28.~ Red & White 
Corporation, which recently can- 
celled its license issued in 
1936 toModern Marketing Service, 
Inc,, has announced the opening 
of Chicago offices and the resump- 
tion of control over commodities 
packed under Red & White brands. 

Herbert T. Webb, who has sever- 
ed his connections with Modern 
Marketing Service, has been el~ 
ected general manager of the 
corporation. . 

Designed to meet the demand 
for awholesale and retail organ- 
ization, the Red & White plan 
was conceived in 1921 by the late 
Smith M. Flickinger in Buffalo, 
N. Y., and within a few years 
spread throughout the country. 
Each Red & White store is owned 
and operated by the man behind 
the counter, who has affiliated 
himself with a group of similar 
independent grocers whoare serv- 
ed by a local wholesale grocer. 
Under this system, Red & White 
claims to own and control the 
longest list of brand food pro- 


World’s 
greatest 
collection 
All lines 
8 all situ- 
Top models... 
tine photoeraphy. Mul- 
tiplies pull of promo- 
tions Shot new each 
month. 10,000 subjects 
available. Money sav- 
ing subscription plan. 
NOT STOCK Pic- 
TURES. FREE proofs 
ant details on request. 
No obligations. No 
salesmen, 


FREE! 
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a EYE*CATCHERS, Inc 
10 E. 3sth Street 

J New York 16, N. Y, 


ducts ever packed by one organ- 
ization. 


Founder’s Son Heads Company 

Burt P. Flickinger, son of the 
founder and president of S, M. 
Flickinger Company, Buffalo,N. Y., 
is president of the Red & White 
organization. 

Existing licenses from Red & 
White Corporation to jobbers to 
deal in commodities packed under 
Red & White brands, permit them 
to do so within specific terri- 
tories assigned to them, and 
Within such territories to sub- 
license retailers also to sell 
and deal atretail in commodities 
under the Red & White brand and 
to operate or to sub-license re- 
tailers to operate Red.& White 
retail stores. 

In addition to a plan by which 
jobber-licenses may obtain com- 
modities under Red & White 
brands from sources of their own 
selection, the company is plan- 
ning afield service among jobbers 
and retailers which will stress 
appearance and arrangement of re- 
tail stores, 
advice, 


Plans Own Publ ication 

Further supplementing its buy- 
ing activities, the corporation 
will distribute to jobbers and 
their sub-licensed retailers a 
trade publication, in which it 
will sell advertising space at 
published rates to packers for 
their own branded merchandise. 

The corporation is row planning 
an extensive expansion program 
to gain new Red & Whice jobbers 
and retail members. The program 
calls for new designs in retail 
food stores, complete self-ser- 
vice, new departments, and the 
merchandising of frozen foods, 

The corporation's new Chicago 
offices will be inthe Mercantile 
Exchange building, 308 W. Wash- 


ington St., Chicago, 6. 


demonstrations .and }. 
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RECONVERSION DISPLAY---This display, entered by Stainless Ware 
Co. of America, Walled Lake, Mich., at the housewares show 
in Detroit, will also appear at the national housewares show 
scheduled for the Palmer House, Chicago, Dec. 30. 
Atherton, Detroit, designed the unit. 


Frank W. 


Long Beach Employment 
60% Higher Than 1940 


Pye BEACH. after reconversion, promises to have one of 


the best employment records in the nation, according to 


comparative figures compiled by the Chamber of Commerce 
on the basis of a recent report of the National Committee on 


Economic Development. 


Employment here after reconversion will be 60 per cent 
higher than the peak of 1940 and only 23 per cent under the 
wartime peak reached in January, 1945, it is estimated. 


The CED report covering 100 
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You Need This 
“No. 1 E.B.1.* City” 


on Your Schedule! 


“Effective Buying Income'’—Sales 
Management 


To Sell LONG BEACH, 
Press-Telegram 


it's the 


communities throughout the 
United States shows a national 
average of 24.6 per cent compared 
with Long Beach's conservative 
estimate of 60 per cent. é 

The survey completed in Apvril 
of 1940 showed 57,747 actually 
employed in Long Beach with a 
progressive climb during war- 
time to a January 1945 peak of 
120,043 workers. The figures of 
the Chamber of Commerce est}- 
[mate 92,750 will be employed by 


CALIFORNIA 


and Long Beach 


ONLY LONG BEACH PAPER PUBLISHED SEVEN 
SERVED BY ASSOCIATED PRESS AND UNITED PRESS 


ONLY LONG BEACH PAPER 
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ONLY LONG BEACH PAPER WITH GIRCULATIO 


WE aimost 


this one 
local and out-of 


DAYS EACH WEEK. 


CH PAPER WITH DAILY comic PAGE. 
SUNDAY COLOR COMICS AND MAGAZINE. 


mw im VITAL SUBURBAN TRADE AREA 


as many Long Beach families read 


at HOME 
-town papers combined ! 


as read ALL other 


REPRESENTED NATIONALLY BY 


Members 


WILLIAMS, LAWRENCE & CRESMER COM 


Metro Pacific Comics, 


PANY 


Pacific Parade, Nancy Sasser Group 


More Newsprint 
Found in Europe: 
Jahn Appointed 


New York, Oct. 17.--North 
American newsprint mills are ex- 
pected to be relieved of ship- 
ping approximately 40,000 tons 
of newsprint abroad between now 
and July, 1946, because of con- 
servation measures and additional 
production in Sweden, and the 
discovery of newsprint stocks in 
Holland. 

This report, revealed to the 
W PB last week,was made by the 
newsprint mission sent to Europe 
last July to study the news-~ 
print supply and demand situation. 
Members were J. Hale Steinman, 
director of WPB's printing and 
publishing division; William G. 
Chandler, president of the 
American Newspaper Publishers 
Association; Richard W. Slocum, 
Philadelphia Bulletin, and Dr. 
Gerard Larocque, technical 
assistant of the New York Daily 
News. 


Joint Appointment wade 

Norway will have an exportable 
surplus of 25,000 to 40,000 tons 
of newsprint between now and 
July, 1946, the mission found; 
Sweden will produce around 
16,500 tons more by the end of 
the year than previously planned. 

The Departments of State and 
Commerce have jointly appointed 
Edwin G. Jahn, former professor 
and consultant to pulp and paper 
industries, to the auxiliary 
foreign service of the U. S. to 
study developments in the pulp 
and paper industries of Norway, 
Sweden and Finland. For about a 
year Mr. Jahn will survey postwar 
economic and commercial develop- 
ments in the industries and ex- 
port trade of Scandinavia, the 
reports to be available to 
American industry through the 
Bureau of Foreign and Domestic 
Commerce. 


Dailies Increase Newsprint 


Use During September 
Daily newspapers reporting to 
the American Newspaper Publishers 
Association consumed 213,294 
tons of newsprint paper in Sep- 
tember, 1945, an increase of 
12.5% over September, 1944, when 
189,612 tons were consumed, and 
a 10.8% decrease under September, 
1941, when 239,098 tons were 
consumed. The year 1941 is the 
base for calculating allowable 
use by newspapers under WPB Or- 


der L-240, which ends Dec. 31. 
Total estimated newsprint con- 
sumption in the U. S. for Sep- 
tember, 1945, was 304,705 tons, 
including all uses of newsprint 
paper, and for the first nine 
months of 1945 it was estimated 
at 2,509,584 tons. During the 
first nine months of 1945, re- 
porting newspapers used l, 756, 709 
tons ofnewsprint, an increase of 
2.4% over the first nine months 
of 1944, and a decrease of 18.1% 
under thecomparable 1941 period. 


Predict Normal 
Rug Output by ‘47 


Chicago, Oct. 23. ---Production 
of floor coverings in 1946 will 
probably amount to 60 or 70% of 
the 1941 volume, and normal pro- 
duction volume should be reached 
in 1947, John C. Goodall, gener- 
al manager of the Merchandise 
Mart, has reported. 

A survey of manufacturers in 
the Mart, be asserted, "shows 
that allotment selling will pro- 
bably be continued through 1947 
...The beginning of 1946 will 
see allotments granted on asix 
months basis....to reassure the 
dealer that he will receive his 
fair share of peacetime produc- 
tion." 

He predicted that supply of 
domestic rugs of oriental design 
will ease sooner than carpeting 
will. Imports of rugs from 
Persia, India and China will not 
be resumed in quantity for some 
time. Increased wartime produc- 
tion of cotton rugs, Mr. Goodall 
said, is expected to continue 
and even increase, and "more and 
better consumer advertising will 
be used to aid dealers in their 
sales and to make the consumer 
‘cotton conscious.'" 


11g Resumes Output 

Ilg Electric Ventilating Com- 
pany, Chicago, has resumed pro- 
duction of various models of 
kitchen ventilators, including 
built-in and portable models. 
Promotional plans are now being 


prepared. Howard H. Monk & As- 
sociates, Rockford, I11l., is the 
agency. 


Grubb Joins KGO 


Gaile V. Grubb, for 16 years 
manager of Station WKY, Oklahoma 
City, has been named manager of 


KGO, the American Broadcasting 
Company outlet in Oakland, Cal. 
He replaces T. B. "Bev" Palmer, 
who last week was named techni- 
cal operations manager for Ameri- 


Can on the West Coast. 


Video Ads Will © 
Surpass all Media 
in Value: Fly 


New York, Oct. 28. -- "Tole. 
Vision advertising will oy:.- 
Strip other advertising media" 
when it is handled as profj- 
ciently as radio now is, James 
Lawrence Fly, New York attorney 
and former FCC chairman, tol, 
the Television Institute at-, 
two-day meeting here Oct. 15. 
16, 

Mr. Fly urged that industry 
executives provide for "origj- 
nal, high quality educationa| 
and entertainment" telecasts, 
and predicted extensive use of 
motion pictures by televisioy 
"for quite some time." He also 
said that high quality of net- 
work television is necessary 
before the public will accept 
the new medium. 

Samuel H. Cuff, general mana- 
ger of WABD, the DuMont station 
in New York, described the 
growth of that station and the 
current construction of tele- 
Vision studios by DuMont in 
John Wanamaker's NewYork depart- 
ment store, 

Speaking of the advertisers 
who have been working with 
DuMont, Mr. Cuff said that 
"neither they nor DuMont con- 
sider the present television 
audi@nce as a serious commercial 
objective save as a test or 
Sampler of what is to Come, 
Rather they have explored tele- 
vision programmatically along- 
side our own technical and pro- 
gramming explorations so that, 
when the audience is really 
large and significant, they 
can step into the new medium 
with confidence born of experi- 
ence and do a first-rate pro- 
fessional job on their or their 
Clients’ products." 

Another DuMont official, 
Herbert &. Taylor Jr., who di- 
rects transmitter equipment 
sales, said the company be- 
lieves that retailers will be 
among the principal users of 
television, and discussed the 
application of inter~store tele- 
Vision ownership and operation 
by a store of an outside video 
Station, connection between 
branch stores and parent store 
by cable or beam transmitter; 
and the use of television for 
sales training. 


To Make Migo Shirts 

Lou Heft, previously with Tooke 
Bros. Ltd., has formed Lou Heft, 
Inc., Montreal, to manufacture 
shirts under the trade name 
"Mi go. " 
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iMcCord Joins 
BEDO on Coast; 
Oihers Appointed 


(Continued from Page 1) 


tising, Inc., New York, hes 
joined J. M. Hickerson, Inc., 
New York, im am executive cap- 
acity- 

_.. William H, Lawrence has been 
named assistant account executive 
of Erwin Wasey & Co., New York. 
Other appoimtmeats are: Keith 
Shaffer, radio departmeat; John 
|, Davis, accounting department, 
and Whitney Hartshorn, production 
department. 

...Roland H. Cramer, recently 
released from the Navy, has 
joined the Chicago office of 
WcCann-Brickson, Iac., as account 
manager of the household ap- 
pliance division. 

.. Richard Bridges, formerly 
vith Biow Company, New York, has 
fbeen appointed art director of 
Moss Associates, New York. 


Engel to Cronme 11 

... Sidney Bagel, receatly with 
the Army air forces, has joined 
Cromwell Advertising Agency, 
New York, as sales promotion and 
merchandise director. 

...Joha C. Ottiager Jr., for- 
merly assistant promotion mana- 
ger of the Bureau of Advertising, 
American Newspaper Publishers 
Association, has joined the 
executive staff of John A. Cairns 
&Co., New York. 

...R. W. Anderson, previously 
vith Z. H. Mischka Company, has 
joined Doa Proctor, Advertising, 
Chicago. 

... John Cambridge, formerly 
sales promotion manager of Robia 
food Flour Mills Ltd., Montreal, 
has been gamed accouat executive 
of Spitser & Mills Ltd., Toronto 
office. Other appointments are: 
Joba G. Wallace, head of th- 
merchandising department; Yves 
Bourassa, radio director in the 
Montreal office; William B. Stone, 
executive staff; J. W. Bick, art 
department, and Frank Keating. 


Joins Canadian Canners 


... Pred J. Collins, receatly 
teleased from the armed forces, 
has been named accouat executive 
ia the Toronto office of Canadi- 
te Canners Ltd. 

..«Blmer A. Otte has joined 
YVesterm Advertising Agency, 
Racine, Wis., as account execu- 
tive, after spending three years 
in the Navy. 

... Stephen P. Lewis has been 
tamed copy executive of Deutsch 
t Shea Advertising Agency, Iac., 
New York, after being in the 
armed forces. 

.»eAllaa Slaytoa, formerly 
Manager and creative director of 
ssles and promotion division of 
Herald Press Ltd., has been ap- 
Pointed copy chief aad account 
erecutive of Harold FP. Stanfield 
ltd., Montreal. 

-..William R. Cory, receatly 
vith theRoyal Canadian Artillery, 
tas been named account executive 
‘nd chief of creative department 
of Harry EB. Foster Agencies, 
Toroato. 


...Lt. William Lewis has 
teterned to Wolfe-Jickling-Dow 4 
Conkey, Imc., as director of 
Media, after serving more than 


~~ 


three years in the armed forces. 

.++William J. Johasoa, for 
five years media director of An- 
fenger Advertising Agency, St. 
Louis, has been made vice-presi- 
dent and member of the board of 
directors of the agency. 

.-- Richard B. Kreuzer, re- 
cently released from the Army, 
has beea appoiated preduction 
manager and art director of 
Albert Frask-Guenther Law, Inac., 
San Francisco. 


Joins Booker-Cooper 


..-K. W. Anderson, formerly 
account executive of West-Mar- 
quis, Iac., has joined Booker- 
Cooper, Inc., Los Angeles. Ia 
addition to special’ account maa- 
agement, he will handle group 
media aad publicity details. 

-«»Miltoa Sharp, formerly 
with Stix, Baer & Fuller, St. 
Louis department store, has joine 
H. George Bloch Advertisiag Com- 
pany, St. Louis. 

... Stanley C. Kuttmer, recently 
discharged from the Army after 
four years of service in the 


South Pacific, has rejoined 
Kuttaer & Kuttner, Chicago, as 
head of the traffic department. 


Bailey Joins Lefton 


...Larry Bailey, fornine years 
art director of Cramer-Krasselt 
Company, has been appointed art 
director of the Chicago office 
of Al Paul Lefton Company. 


-»-Robert L. Steele, receatly 
released from the Navy, has 
joined the staff of Mace Adver- 
tising Agency, Inc., Peoria, 
Ill., as account executive. 

«+ Fred Dodge, associated for 
the past three years with Station 
WKRC in the program and sales 
departments, has resigned effec- 
tive Nov. 5 to be radio director 
eof Fred A. Palmer Company, 
Cincinnati, advertising and radio 
consultant. 


-.-G. R. Bugler, account ex- 
ecutive in charge of industrial 
accounts, and Milton Friedlander, 
recently released from the Navy, 
have been made vice-presidents 
of Fran Murray, Inc., Cleveland. 


ba 3) 


FRANK COWL! SHAW 

Nogales, Ariz., Oct. 28- Fraak 
Cowlishaw, 60, formerly merchas- 
dise counselor in charge of the 
furniture divisioa of R. H. Macy 
& Co., NewYork department store, 
died yesterday at his raach here. 
Joining the company ia 1905 as 
secretary to the president, he 
became advertising manager in 
1918 and merchandise counselor 
in 1929. Mr. Cowlishaw was ia- 
strumental in building up the 
company's furniture sales to 
$10,000,000 anauvally. He retired 
in 1988. 


JOHN A. WENDT 

Winnetka, I11., Oct. 28.- Ser- 
vices for Joha A. Wendt, 51, 
sales manager of United States 
Gypsum Company, Chicago, who 
died of a heart attack last Fri- 
day, were held yesterday. 


WILLIAM 1. HOWLAND JR. 


Milwaukee, Oct. 28.- Funeral 
services for William I. Howland 
Jr., 58, sales manager for Car- 
negie-Illinois Steel Company 


25 


here for the past seven years, 
were held Oct. 18. He died of 4 
heart attack Oct. 16, while at a 
sales conference ia Pittsburgh. 

Mr. Howland was formerly vice- 
president in charge of sales in 
the Chicago office of Illinois 
Steel Company, which became Car- 
negie-I1Llinois. 


DR. JOHN D. JACOBS 

Atlanta, Ga., Oct. 28.- Dr. 
Joha Dillard Jacobs, 72, founder 
and presideat of the Dillard Ja- 
cobs Ageacy, Iac., and president 
of theCalotabs Company, Atlanta, 
died Oct.17 at Halifax hospital, 
Daytona Beach, Fla. 


Issues Lamp Booklet 

Westinghouse Blectric Corpora- 
tion, Pittsburgh, has issued a 
20-page illustrated booklet 
describing a complete line of 
Photographic and projection 
lamps with practical application. 
Copies may be secured from the 
company's lamp division, Bloom- 
field, N. J. 


Cover Catholic 
Schools, Churches, 
and Institutions 
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35 W. WELLS ST., MILWAUKEE 3, WIS. 


What's behind 


the 


Levelcoat’ 


It is more than a name of fine printing paper. Levelcoat is an 
ideal of more than five thousand men and women at Kimberly- 


Clark. To them, Levelcoat is a challenge that inspires a never- 


ending strive for perfection. 


Under the most modern scientific methods, our research men 
constantly seek to achieve a finer, higher quality Levelcoat. The 
Engineering Department employs all its skill and ingenuity to 


accomplish these ever higher standards. And the mill operators, 


through countless devices of quality control, produce this fine 
printing paper with a uniformity that is recognized throughout 


the paper world. 
Yes, behind the name Levelcoat are the forestry experts, re- 


search men, chemists, engineers, technicians and skilled workers. 
Behind the name Levelcoat are the heads, the hands and the 
hearts of the Kimberly-Clark men and women. 


KIMBERLY 
CLARK 


CORPORATION 


WISCONSIN 


Leveleoal” 


PRINTING PAPERS 


Kimber! 
Cin 


RESEARCH 
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POSITIONS WANTED 


————— oceania = 
Purple Heart Vet. Two years’ college 
electrical engineering. Radio, Newspaper 
Advertising plus Public Relations. Also 
theoretical packground. Opportunity for 
agency needing young assistant account 


executive. 

write S. W. B. Apt. 164A, 290 West 
End Ave., New York 23, New York 
REPRESENTATIVE, Newspapers or 
20 years successful eX~- 


—— 


| MUST FIND A 


WORD-CRAFTER 
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_The Advertising Market Place— 


nt are as follows: “Help wanted,” "Positions 


The rates for this departme 

Wanted,” “Representatives Wanted,” and “Representatives 

50 cents @ line, minimum charge $2. Terms cash with order. Forms close 
Wednesday noon preceding publication date. Display advertisements take 


ecard rates. 


Good Opportunity 
with Small 


Advertising were 
HELP WANTED HELP WANTED wagazines. Over 
Agency ADVERTISING & PUBLISHING Do You Know A Writer—lIdea Man? perience as space salesman and execu- 
All types of Positions Wanted by progressive Washington, D. tive. Self starter thoroughly capable of Man or Woman pigh q3é 
Placements a0 tates n the agency. This is & special niche that calls  aapaagiene you singly or as staff mem- for men 
, ; : inited States f n experienced youn man who can . ° 
An interesting opening with am GEORGE WILLIAMS— Personnel writs Pon ienced Jing. booklets, direct Box 7729, ADVERTISING AGE the tra 
agency located in upstate New 209 _§. Rate St., Har. 2063, CART mail, etc. for manufacturers, associa- 100 B. Ohio St. Chicago 11, Ul The front office puts it up te Lae 
York. Unusual opportunity to PASTERN TERRITORY for selling ra: tions, schools, ete. The salary is excel- Advertising Copywriter — creates hard- me. “Pick your own crew,” they pation 
grow with @ growing organi- jio’’s top western and other syndicated lent a .. the opposer ex ae a bit hitting COPY that boosts sales, 15 par nareere said. So here's the profile: m motions 
, ™ transcrib i libraries — nationally 9ro- complete ackgroun¢ of exper ence, age, pre-war agency experience, moderate 
zation for someone who has rhea bd long es ablished with Pra. | references, etc. Enclose key samples and | salary. New York area, writer thinks straight, habitual) syailad 
had agency experience. Know!l- tions, agencies and advertisers. Salary: snapshot. All will_be returned. Box 7732, ADVERTISING AGE _, organizes work easily. ..writes 1946. 
edge of art work would be de- commission and necessary expenses. Com- aap W 1677, ADVERT OTe] Pay 330 W. 42nd St. New_York 18, N. Y¥. enough of the right words prom pt The ne 
. é Sifeations will} —= 42nd St., New Yor’ “= PRODUCTION WOMAN — Hditorial , ‘ 
gt la know how to plete details of your qua ' MA) sditoria or Mayb Ke ti sn’t written ion : 
pg pre es “ j be kept in strictes' confident’. STENOGRAPHER — Woman At l t Advertising. 6 yrs. exP- Ideas, rough lay- ly. ayes Se : : Friedma 
puy art, engravings and print- Box 7724 ADV ERTISING AGE - . omen eas iti , : , put he knows he can write enthu- 
‘ oie oe ach two years experience in publication sales outs, editing, rewrite, ad production: ; Internat 
ing jobs Give full details in bi 100_E. Ohio =. Chicago 1, Il. office, preferably some promotion expe- aor ge handling and follow-through siastically about most anything = 
ae we on eo = With ee oar Th ertiners publishers —— G AGE ease namuacripts. (2, Ti gavertiaing Fe in consumer OF industrial ads. “a a prod 
. : rdence Pree : ° 42, ADVERTISIN : m : 
strictest confidence oe bom and in radio for both men and women #00 a Aerio St., Chicago 11, Il. search and sales literature... Gs specialist, no stylist...but an ade after e@ 
7 qualified will be interviewed No obligation to register. — Box 7745, ADVERTISI AGE quate craftsman. Ought to b oratory 
. at our office at our expense. FRED 9» MASTER cl Fund raising expert for permanent post- ___100_B, Ohio St experience oF B, Ohio St. Chicas® 11, 1. college trained, and pass our writ- geveloP 
135 NL W b DO eee chic tion as financial secy, Outstanding fa- | Press agent, six years experience on ing aptitude eat, Otherwise, nO 
—— . a ON. abash ¢ ve., Chicago _ mous nat'l organization promoting toler- local and national accounts In ton-flight li combi 
e Illustrator for art division of large auto | ance. write fully. public relations firm, wants position — pars. This writer can ve com 
manufacturer permanent position. Give Box 7733, ADVERTISING AGE public relations department of adverts fortably in @ town of 120,000 sought 
_ age, complete experience and education 100 E. Ohio St., Chicas® 11, Il. ing ose. = nicagrsh bdecser yt; 2 Male, where the lights £0 out at 11 and tinctive 
pene in first eri, ADVERTISING AGE Artint-designer — Creates ability | Sseurl in agency, having tale at present. stil! not perish from séif-pity Named 
ADVERTISING AGE 100 E. Ohio Stfi., Chicage 11, Il. tial. Designing convention AY useurm Box 7749, MS DVERTISING AGE Two hours from Cleveland and , 
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SALES PROMOTION MAN FOR AUTO- 
This magazine is well-know 
cOoPY CHIEF 


business and a useab 
s and trucks. Some- 


the mechanics of car 


MOBILE MANUFACTURER. 
The man Wwe are looking for will have established in its 
qa broad knowledge of the automobile experience, references, salary desired, 

le understanding of | family set-up, time when available. een: 

{Information held confiden- V-E Day NewsSets Bil FIRST NATIONAL BANK 
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photograph. 
tial. Chicago phone Randolph 2278 or 
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r he will 


time during his business caree 
have worked in oF directly out of the] write 
home office of an automobile oT truck Box 7735, ADVERTISING AGE 
E D | T 0 R f manufacturer. H will have demon- 100 E. Ohio St., Chicago 11, Il. 
0 r strated his ability to create and produce INDU 
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aeed. car, depen ye ial be Ry 3 will include the writing of - external | News ia a 16-page extra contain-~ qualit: 
Here's the Opportunity You if you think you can qualify and are in- house OrFan ements. -—_ folders. Triting ing only eight national adver~ Two Roberts 
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Assistant Sales 


Promotion Manager work, 4 passion for accuracy and a 
memory for detail. Good pay, nice peo- we write tohaubon i. Iowa. 
ple, fascinating business. . Jensen, : amo ome 
_ with plenty of ideas and abil- Box 7750, ADVERTISING AGE SALES ag sone ose ry scoring ‘ 
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with family 
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Advertising Age, October 29, 


Friedman-Shelby 
Shows Trade New 
Roberts Shoe Line 


St. Louis, Oct. 24,.--The John 
C, Roberts shoe, a new name in 
high quality, distinctive shoes 
for men, is making its debut to 
the trade backed by a powerfal 
nationwide advertising and pro- 
motional campaign. It will be 
available to the trade early in 
1946. 

The new shoe was developed by 
Friedman-Shelby, division of 
International Shoe Company. Now 
in production, it was designed 
after extensive research, lab- 
oratory and actual-wear tests to 
develop a complete line of shoes 
combining all the qualities 
sought by men who desire di®@ 
tinctive footwear. 

Named for John C. Roberts, 
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Adam Hat stores ° 
Signs Boxing Series 

Adam Hat Stores, Inc., New 
York, through Buchanan & Company 
New York, has signed to sponsor 
a series of boxing contests on 
Monday nights over the network 
of the Associated Broadcasting 
Corporation. The schedule calls 
for feature bouts each Monday 
night, 10:05 p.m., EWT., from 
Washington, Baltimore, Philadel- 
phia, Cleveland, Detroit and 
Chicago, with other major fights 
to be added, 


Signs Symphony 

The Chicago Title & Trust Com 
pany has signed to sponsor the 
Chicago Symphony Orchestra in a 
$89-week series of hour-long 
broadcasts over Station WCFL. 
The program will be heard begin- 
ning Oct. 24, Wednesdays , 8-9 
p.m. ,CST. The program will be 
aimed at home owners and poten- 
tial real estate buyers, to ex- 


plain the advantages of the com 
pany's title guarantee policies. 

Barle Ludgin & Co., Chicago, 
handles the account. 


CIO on American 

Congress of Industrial Organi- 
zations (CIO), national labor 
union, has purchased the full 
network of the American Broad- 
casting Company for a series of 
four quarter-hour programs, 
scheduled for Oct. 15, 29, Nov. 
12 and 26. The programs, devoted 
to public issues relating tc 
labor, are being broadcast at 
9:15 p.m, EWT. 


Houghton Records Admen's 


Views for College Class 
Top-flight advertising andmer- 
chandising executives are now 
guest-lecturing in absentia at 
New York University's School of 
Commerce, reports Dale Houghton, 
associate marketing professor 


and former president of the New 
York chapter of the American 
Marketing Association. Professor 
Houghton arranges an extemporaa- 
eous interview with admen at 
their homes or offices which he 
records on a standard machine 
and plays back to his classes. 
Among those who have thus far 
recorded a discussion with Pro- 
fessor Houghton areJ. D. Malcol- 
son, technical director, Robert 
Gair Company; Jules Snyder, vice~ 
president, Federal Advertising 
Agency, and chairman of the mer- 
chandising group of the AMA's 
New York chapter; Elmer Heibold, 
sales promotion manager, Cluett 


27 


Peabody &Co.; Donald L. Curtiss, 
director of promotion and re- 
search, Newsweek; Herbert L. 
Stephen, news editor, Printers’ 
Ink; andAllan B. Chalfant, sales 
promotion manager, New York Sub- 
ways Advertising Company. 


Tool Engineers to Meet 
The American Society of Tool 
Engineers will hold its first 
postwar showing ofmachine tools, 
materials handling and coatrol 
equipment, cutting tools and 
production processes, at an ex- 
position in the Cleveland Pub- 
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lic Auditorium, Cleveland, April 
8-12, 1946. 
A Nationwide HN 
Survey of Radio and 
Electronic Technicians’ Read- 


ing Habits sent free en request. 
NEW YORK 7, N. Y. 


pioneer St. Louis shoeman, the 
new shoe was unveiled at a 
special sales conference here 
during the week of Oct. 15. 
Salesmen were given the complete 
story of the shoe, informed of 
the merchasdising and advertising 
plans for the line, and are now 
ia territories with samples. 


Retail up to $9.85 

The retail price will range 
from $6.50 to $9.85, with a few 
styles higher. Recent national 
surveys show this price range 
to be the most popular for mea's 
quality shoes. The Joba C. 
Roberts will have as a companion 
the Robertson shoe, also a 
quality product, but lacking 
some of the John C. Roberts' re- 
finement. The Robertson retails 
from $5.50 to $6.50. 

A complete merchandising pro- 
gram has been developed to aid 
dealers. Big volume models are 
to be maaufactured as soon as 
possible in advance and main- 
tained in a central pool from 
which to fill orders. Distinc- 
tive Cartons and labels have 
been designed to harmonize with 
the style, dignity and quality 
theme of the John C. Roberts 
shoe. 


Includes Dailies, Radio Spots 

Other dealer merchandising aids 
will include local newspaper 
ads and mats, radio spots, a 
complete line-up of display 
pieces and point-of-sale mer- 
chandisers, customer inquiry 
letters from Friedman-Shelby, 
local dealer-consumer letters, 
and pocket instruction booklets 
for clerks. 

An intensive national adver- 
tising campaign in consumer 
Magazines has been planned, to 
Teach practically all men who 
wear fine shoes. It is timed to 
begin next spring when the Jobn 
C. Roberts shoe reaches dealers' 
Shelves, and will stress year- 
arouad selling throughout the 
balance of 1946 in such magazines 
as Collier's, Esquire, Life and 
The Saturday Evening Post. 


Business Council Formed; 
Hatch is President 


The New Council of American 
Business, whose members see "the 
traditional stand-pat policy of 
Americas business as self-defeat- 
ing and against the public in- 
terest," has been formed with 
nteee at 1787 H St., Washing- 

jeorge C. Hatch, general mana- 
fer, Mutaal-Iatermountain Net- 
work, Ogden, Utah, is president. 
fe and other officers will serve 
Until the group holds a national 
‘cavention and elects permanent 
O'ficers in January, 1946. The 
troup favors federal steps 
‘¢siast incipieat economic booms 
4s well as depressions, a na- 
‘iomal 65-ceat-aa-hosr minimum 
‘are, implementation of the Bret- 
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First in PROGRAMS 
First in LISTENER LOYALTY 


First in COVERAGE 
First in POWER 


FIRST IN 


‘oe Woods basking agreement, etc. 


and, for all these reasons... 


DEALER PREFERENCE 


(Ross-Federal figures prove it) 


KOA's network calibre talent adds 
Local Leadership in Programs to 
the national leadership of topflight 
NBC shows 


Take HAPPY JACK TURNER, for instance. 


This singing. piano-playing, one-man show tops 
all other programs produced in Denver . . . and 


a few network shows to boot. 


Furthermore, 


“Happy Jack” achieved this position in a few 
months, and he has maintained it continuously. 


the 6-day-a-week quarter-hour 


Another example is MUSICAL MAGAZINE, 


we built for 


Rainbo Bread This advertiser is now in his 9th 
year with this same show He's satisfied. 


And our RADIO SHOPPER, which we built 


for a local department store, is also tops. They 
bought it originally for a trial 2 months—in 2 
weeks they came in and signed up for a whole 


year 


Now in its 2nd year, it has the largest 


audience of any local daytime program. 


--No wonder KOAs FIRST! 
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Texas Publisher 
Ups 6 Executives; 
Media Men Shift 


Texas Farm & Rasch Publishing 
Company, Dallas, in announcing 
plaas to build circulatioa of 
Holland's Magazine to 1, 000, 000 
aad of Fara & Ranch to more thas 
600,000, reports promotioa of 
the followiag executives: Lee 
Haialine, to vice-presideat aad 
advertising director; Clareace 
Thomas, assistaat general maasa- 
ger; J. H. O'Brien, vice-presi- 
deat in charge of prodsection; 
Joe F. Kempton, vice-president 
aad director of circulation; 
Praak Briggs, managing editor, 
Farm & Ranch, and J. Tom Maan, 
managing editor, Holland's. 
G. C. Jones Jr., for the past 10 
years with Hearst Advertising 
Service, has been appoiated mana- 
ger of a new southera office 
opened ia Atlaata to serve adver- 
tisers aad ageacies in nine 
southeastera states. 

Prank J. Fay has joined the 
advertising staff as eastera 
manager of Holland's in New York 
City, and C. H. Stockwell has 
been named western manager of 
Farm & Ranch ia Chicago. 

+. William Carlisle, formerly 
om the staff of Dell Detective 
Group, has been named New England 
advertising manager of the Dell 
Modera Group. 

«+e A. J. Cutler, previously 
with Fawcett Distributiag Corp- 
oration, has been appointed cir 


Sos peeeee se. 
THE LETTER SHOP, Ine. 


441 8 Dearborn St., Chicago 


culation manager of Liberty Mag- 
asine, Inc. Jerry Kraemer has 
been made newsstand sales manager 
of Liberty. 

Gruff Heade KGO 

. « «Gayle V. Graff, previous- 
ly manager of Station WKY, 
Oklahoma City, has been named 
manager of KGO, San Fraacisco- 
Ogklaad station of Americana 
Broadcasting Company. He succeeds 
T. B. Palmer, named to the anew 
post of maaager of technical 
operations of Americaa's westera 
division ia Hollywood. 

- « « William A. Petridge, re- 
ceatly a Navy lieutenant com- 
mander, has been appoiated as- 
sistant to the publisher of 
Popular Mechanics, Chicago. 
BR. T. Meredith, on ter- 
minal leave as a Navy lieutesaat 
Commander, has returned to his 
duties as vice-presideat aad 
general manager of Meredith Pub- 
lishing Company, Des Moines, 
publisher of Better Homeat 
Gardene and Successful Farming. 

oe @ Philip F, Whittea, pre- 
viously with the Mutual and 
American networks as account ex- 
ecutive, has been samed general 
sales manager of the Tobacco Net- 
work, im Raleigh, N. C. 


Stanley to North Central 

. « -derry Stanley, previ- 
ously with Marshall Pield & Co. 
as sales and merchandising advi- 
ser, has joined North Ceatral 
Broadcasting System as accouat 
executive ina Chicago. He form- 
erly was vice-president aad gea- 
eral masager of the Texas State 
Metwork and president of Recorded 
Lectures, Iac. 

- « eCharles M, Adell, ideati- 
fied with national spot sales and 
network broadcasting for 15 years, 
has been named manager of re- 
opened offices of Johan Blair& 
Co., radio representative, ia the 
Book building, Detroit. 

... Richard J. Kelsey, formerly 


vice-president and director of 
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A, K. Olsen Company, retail 
ready-to-wear chain, has been 
appoiated accouat executive in 
the Pittsburgh office of Hearst 
Advertising Service. 

.»+Cyril C, Thompsoa, former- 
ly vice-president of Usited Air 
Lines, has been elected executive 
vice-president of American Avia- 
tion Associates, publisher of 
six trade publications for the 
aviation industry. Mr. SOR 
will make his headquarters ia 
Chicago. 


Callahan Aids Shouse 

-++Walter A. Callahan has been 
QRamed assistant to James D. 
Shouse, vice-president in charge 
of broadcasting of Crosley Cor- 
Poration, Cincinnati, and to 
Robert BE. Dunville, general man- 
ager of WLW. 

-+-Roy Porteous, formerly 
assistast massager of the NBC 
Program sales division, has been 
named audience promotion manager. 
He will coordinate his activi- 
ties with the network sales pro- 
motion division. 

rr Comd r. Ralph J. Myers, 
with the U.S. Maritime Service 
as regional public relations 
officer for the War Shipping 
Administratioa forthe past 
three years, has returned to the 
Boston Record-American and Sun- 
day Advertiser as promotion 
manager. 

- « « Le A. Weaver has been 
named southern advertising rep- 
resentative of Forbes, with 
offices in the Rhodes-Havery 
building, Atlanta. He will be 
assisted by his son, 1.A. Weaver 
Jr., following his discharge fram 
the Navy. 

- « « Gardaer Displays, Pitts- 
burgh, has opened offices in New 
York at 516 Fifth Ave.,in Chicago 
at 185 N. Wabash Ave., and in 
Detroit at 810 Book Tower build- 
ing. 

Join ‘Country Guide‘ 

- . « G. J. Graham and IK. J. 
Freeman have joined the adver- 
tising sales staff of the Country 
Guide, Winnipeg, Maa. 

- . « Bdgar M. Frink, in the 
division of public information 
of the U. S. Marine Corps for 
the past three years, has joined 
the Times Union, Albany, N.Y., 
as promotion manager. 

- « « Roland Crane has been 

appointed Detroit manager of 
Plant Purchasing Directory, a 
Conover-Mast publication. 
A. Lowis Read, for the 
past four years ia the Navy, in 
which he has been a lieutenant 
commander, has returned to his 
duties as commercial manager of 
WWL, New Orleans. 

- » « Lee Curran, for the past 
25 years ia aews work ia Pitts- 
burgh, has been appointed pub- 
licity director of KDKA, Pitts- 
burgh. 


WSAP Names McGillvra 

- « Station WSAP, Portsmouth, 
Va.,has appoiated Joseph Hershey 
McGillvra, Inac., New York, as 
national representative. 

- « « The Omaha World-Herald 
has announced plans to build a 
new two-story building, nearly 
a block square, within the next 
two years to house the newspaper 
and its radio station, KOWH. 

Gets Fairchild Post 

--+Maj. Harry T. Martindale, 
receatly with the Army, and for- 
merly om the editorial staff of 
Retailing-Executive, has been 
named Pacific Coast director of 
Pairchild Publications, New York, 
effective Nov. 6. 

++-Capt. Blake Meyer, receatly 
released from the Army, has re- 
joined Ahreas Publishing Company 
to be on the eastera advertising 
staff of Hotel Management and 
Restaurant Management in the New 
York office. He will also cover 
the New Bnglaad and westera 
Penasylvania territory. 

..-Harry W. Yoder has returned 
to Watt Publishing Company, Mount 
Morris, I11., as advertising 
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sign YOUR NAME 
TO VICTORY 


NINTH --Canada’s 9th Victory 
Loan drive, now in progress, 
is receiving support from this 
newspaper copy sponsored by 
the Bank of Nova Scotia. 


manager of Turkey World, after 
spending $4 months in the Navy. 
..-Richard Fox, formerly on the 
sales staff of Intercollegiate 
Broadcasting System, Inc., has 
joined Caldwell-Clemeats, New 
York, on the sales staff of 
Radio & Television Retailing, 
covering the Atlantic district. 


- - « Dr. Willard L. Valentine 
is resigning as chairman of the 
department of psychology of 
Northwestern University, Chicago, 
to become editor of Science. He 
will assume full duties Jaa. 1, 
1946, in Washiagton. 

- « « Joe Toole, for the past 
18 months in the Army at Camp 
Hood, Tex., has joined the sales 
staff of WIND, Chicago. Ruth 
Lewis, formerly with the Purdy 
Advertising Company, Austia, 
Tex., has joined the station's 
production department. 

Foley to ‘Times-Star’ 

- « « Timothy Foley, in the 
Navy for the past four and a 
half years, has joined the sales 
staff of the Cincinnati Timee- 
Star in New York. 

- « « Monroe Broadcasting 
Company, Rochester, N. Y., has 
been formed and has asked the 
PCC for a licease to operate a 
new Rochester station. Offices 
are at 19] Bast Ave. 

A new $50,000 building 
is planaed to house the Evening 
Star, Winchester, Va. 

- « . W. A. Reynolds, for the 
past three and a half years with 
the Canadian air force, has re- 
sumed duties as maaager in New 
York of Consolidated Press Ltd., 
Toronto. 

. « « Foreign Service, Kansas 
City, Mo., published by the 
Veterans of Foreign Wars, will 
iacrease its circulation guaran- 
tee from 600,000 to 1,000, 000, 
with corresponding increases in 
advertising rates, effective 
with the January, 1946 issue. 


Lamm to Theodoro 
++-Lt. Charles B. Lamm, re- 
ceatly released from the Navy, 
has joined the sales staff of 
Theodoro Advertising Service, 
New York, as copy executive. 

+--+ Bdward W. O'Brien, formerly 
New York sales promotion director 
Air Transport Aviation and 
Aviation Newa, has been appointed 
Chicago district manager of the 
three publications. 

-++Maj. Walter Harrington, re- 
cently with the Army, aad form- 
erly with the New York Times, 
has joined the New York sales 
staff of This Week Magazine. 

-+- William B. Boswell, former- 
ly with Hearst Advertising 
Service, Inc., New York, has 
joined Ideal Women's Group, ia 
charge of fashion advertising. 


Tope Joins Sutton 
--.-Capt. Boyce M. Tope, re- 
cently with the Army air forces, 


Metal-Working Equipment, pv} - 
lished by Suttoa Publishing Co. 
pany, New York. 

-++T. L. Lalley has resign. 
as sales promotion manager o/ 
American Broadcasting Company». 
Future plans have not yet bec, 
announced. 

‘ee Comdr. t J. McElroy, 
recently with the Navy, and for- 
merly mail sales promotion mana- 
ger of Doubleday, Doraa & Co., 
Iac., New York, has been appoin:- 
ed head of direct mail promotic, 
of American Home. 

..-Lee Larson, after three 
years with the Army air forces, 
has returned to his position as 
president of Lee Larson & Co., 
Waukesha, Wis., designer of high- 
way displays. 


-++Telegraph and News, Macon, 
Ga., has appointed Burke, Kuipers 
&e@Mahoney, Inc., New York, as 
representative, effective Nov. | 

-.eHarry H. Haines has been 
named advertising masager of 
Canadian Observer, Sarnia, Ont., 
after four years’ service with 
the Canadian Army. 

-»- Richard B. Green, formerly 
Manager of national sales and 
sales promotion of KFPY, Spokane, 
for the past seven years, has 
been appointed manager of nation- 
al sales and sales promotion of 
KOMO, Seattle. 

-+-R. C. Cosgrove, president 
of Crosley Distributing Corpora- 
tion and vice-president of Cros- 
ley Corporation, Cincinnati, has 
been aamed vice-president in 
charge of sales of Aviation Cor- 
poration, New York. 

» « « Country Gentleman, 
Philadelphia, has issued a report 
showing how the magazine, with 
25% fewer tons of paper in 1944 
than in 1942, was able to offer 
advertisers 45% more space and 
still maintain editorial space 
withia 8% of the '42 level, 
through reducing paper weight 
and trim size. Next February 
type and trim size will be in- 
creased, and heavier paper wiil 
gradually be used. 

. . « King Publications, Sas 
Fraacisco, publisher of Western 
Construction News and Western 
Industry, has named Ralph Dor- 
land Jr. manager of a new adver- 
tising office in New York. 
Ralph P. Dillon has been named 
circulation manager. 

. « « Sid Feiss, recently with 
Fairchild Publications, has been 
named advertising representative 
of Home Furnishings Merchandising, 
New York. 


HOW Wichita, Kansas 
Remains A Top Market 


Today, without war-plant em. 
ployment, Wichita maintains 
its remarkable leadership in 
Retajl Sales (See High Spot 
listings). Actual, current de- 
tails of Wichita’s civilian 
employment, sales, and other 
market data are contained in 
the Eagle's "Definition of the 
Wichita Market and It's News. 


paper Coverage.” 


Write for your copy, or ask 
any O'Mara & Ormsbee rep- 
resentative. You'll see, too, 
how the Eagle remains the 
leading advertising buy in 
Wichita — by serving better, 
by reaching more Effective 
Buying Income. 


WICHITA EAGLE, 


Morning Evening Sunday; 
_ WICHITA, KANSAS» 


has joined the sales staff of 
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98% of War Gains 
in Income Saved 
by ‘Average Man’ 


New York, Oct. 25.--One of the 
first tangible clues to the 
backlog of savings of "ordinary 
people" is being presented in a 
older, "$125,000, 000, 000 Worth 
of Umbrellas," which weCali’s is 
currently distributing to adver- 
tisers and agencies. 

Based on figures collected by 
the Bureau of Labor Statistics 
in Dallas in 1986 and from the 
identical Dallas families in 
1945, it shows not only that the 
representative Dallas family ia- 
come rose from an average of 
$1,690 a year in 1935 to $38,800 
last year, but more important, 
that 88.1% of their increased 
income went into savings. 

Actually, McCall’s says in 
interpreting the figures, these 
Dallas families saved 21.5% of 
their 1945 income, in the pro- 
ceas of which they raised their 
home ownership from 49.8% to 74%, 
and paid off their non-current 
debts so that while 87% had such 
debts in 1985, only 19.2% now 
have any non-current debts. 


Savings Mount Steadily 


Before the war, says McCall's, 
savings never rose above 10% of 
disposable income, but in the 
first full year of war they 
climbed to 24.7% of income, and 
in 1944 reached 29.1% of income. 

This phenomenal savings trend 
can be attributed to a variety 
of factors, but the most potent, 
says the magazine, is the desire 
to provide for "a rainy day" -- 
to build upa backlog of security 
against the day when wages and 
jobs are both on the downgrade. 

As a result, says McCall’s, 
"what the people think is going 
to happen may well be the most 
important economic factor in our 
time." Consequently, it becomes 
a major task to induce these 
people with huge accumulated 
savings and wants to "spend with 
confidence rather than save with 
fear. " 


Crossley Reports 
World Series Listening 

The 1945 World Series between 
the Detroit Tigers and the Chi- 
cago Cubs, spoasored by Gillette 
Safety Razor Company, Boston, on 
MBS, had am average daily rating 
for the sevea days of £6.2%, 
represeating 62.9% of the total 
audieace tuned in, accordiag to 
& special survey by Crossley, 
Inc., forMutual and Maxoa, Iac., 
Gillette agency. 

The survey found 52.6% of all 
persons iaterviewed heard one or 
more games of the series, with 
Saturday~Suaday listening rated 
at 31.8%, and fisal game listen- 
ing reaching 31.5%. The average 
rating is the highest ever re- 
corded for a series ia which no 
New York team was represeated 
and the fourth highest ever re- 
corded for the eveat. 


New Vano Show 

Chemicals, Inc., Oakland, Cal., 
on Nov. $ will begin sponsorship 
of "Don't You Believe It," Sat- 
irdays, 9: 46-10 p.m, PST, over 
the CBS Pacific network. The 
show will promote Vano, liquid 
hbomsehold cleanser. Garfield &@ 
Guild, Advertising, San Fraa- 
Cisco, is the agency. 


CCA to Meet Nov. 2 

"he annual meeting of the Coa- 
trolled Circulation Audit, Inc., 
vill be held at the Hotel Com- 
molore, New York, Nov. 2. Speak- 
ers will include Gordoa Cole, 
Can Manufacturers Institute Inc, 
‘| Daa Gordon, Media Meas' As- 
sociation. 


Guittard on CBS 


Guittard Chocolate Company, 
San Fraacisco, has signed to 
sponsor "That's a Good Idea" on 
CBS Pacific coast stations, 
beginning Nov. 8. The show will 
be heard Saturdays, 6: 80-6: 45 
p.m, PST. Garfield & Guild, 
Advertising, San Francisco, 
handles the accouat. 


To Audience Research 

James L. Wolcott, formerly 
production manager of the "March 
of Time," has been appointed 
vice-president, general manager 
and a director of Audience 
Research, Inc., with headquarters 
in Princeton, N.J.- 


Adds Women's Shoes 

Advertising of the British 
Walker women's shoe division of 
J. P. Smith Shoe Company has bees 
placed with Goldman & Gross, 
Chicago, which previously haadled 
only the British Walker men's 
shoe account. 


Ford to Use Films; 
Other Campaigns 


Ford Motor Company plans extea- 
sive use of motion pictures in 
its future selling program. 
Preseat plans call forproduction 
of all types ofpictures, includ- 
ing travelogs, minute movies, 
One-reel theatricals, aad insti- 
tutional subjects along with 
training pictures for isateraal 
use. Both theatrical aad noa- 
theatrical distributioa is coa- 
templated. A series oftheatrical 
advertising "minute movies" an- 
nouncing the 1946 Ford line will 
soon be released. 

J. R. Davis, director of sales 
and advertising, said"Ford plans 
called for amass selling program 
with movies being extensively 
used through practically all 
distributing channels. " 

+++ Penetone Company, Tenafly, 
has asnounced the release of aan 
initial campaiga of 5, 000-line 
ads on Household Penetone, coa- 
ceatrated liquid cleaser, The 


campaign is running for ten weeks 
in the Newark Evening News and 
the Bvening Record, Bergen, N. J., 
as the start of a aational sews- 
paper and coasumer magazine cam- 
paign. The agency is Lee-Stock- 
maa, Inc., New York. 


Goodall Begins Campaign 

.--Goodail Pabrics, Iac., Saa- 
ford, Me., has lLauached a cam- 
paiga toacquaint the public with 
the company's diversified activ- 
ities in the textile field. 
Double spreads in color will ap- 
pear in House & Garden, House 
Beautiful, The Saturday Evening 
Post, and business publications. 
Ruthrauff & Ryan, Chicago, is the 
agency. 

-+eCrest Specialty, Chicago, 
maker of Spiffy iavisible collar 
stay-down, has augmeated its mag- 
asine and newspaper supplement 
advertising by adding Colliera’, 
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Cosmopolitan, Look, Neweweek. 
Redbook ,The Saturday Even ing Pest, 
aad other national magazines to 
its list. In addition, an exten- 
sive trade magazine and direct 
mail campaign has been launched, 
Advertising Ageacy Associates, 
Chicago, handles the accouat. 


Thanksgiving is Nov. 22 
Every state in the union, with 
the exception of Tennessee, will 
celebrate Thanksgiving Nov. 22 
according to a survey of gover- 
nors by the Association of 
National Advertisers. Tennessee 
will observe the holiday Nov. 29. 


Proctor Moves Office 

Proctor Blectric Company, New 
York, hasmoved its sales offices 
to Suite 2410, 220 B. 42nd St. 
The service departmeat will re- 
main at 480 Lexington Ave. 


GIBBONS 


AOVERTISING 


J.J. GIBB 


200 BAY STE 


KNOWS CANADA 
ONS LTD. 


MERCHANDISING 


“DURABLE RESINS: 


—a name derived from the words, ‘Durable 


Resins’’ — is recognized as a mark of integrity and high 


standards of product performance wherever plastics 


are used. 


identifies one of the pioneer manufacturers of 


plastics— and the largest independent producer of phe- 


nolic resins and molding compounds. 


DUREZ 


TRADE MARK REGISTERED 


(DUREZ today, symbolizes the cumulative record of 


twenty-five years of outstanding achievements. 


thermosetting resins and compounds, products 


of Durez Plastics & Chemicals, Inc., North Tonawanda, 


New York, were among the first and foremost to present 


their advertising story to the readers of Modern Plastics 


Magazine. 


advertising utilizes this readership to tell the 


story of Durez products. Durez has carried an advertise- 
ment in every single issue of MODERN PLASTICS. 


ODERN 


+» the only ABC plastics paper . . . the 
field's established institution . . . one 


ot America’s great industrial publications be Pa 


LASTICS MAGAZIN 


rm 


PUBLISHED BY MODERN PLASTICS, 
122 EAST 42nd STREET, NEW YORK 17, N. Y. 
Chicago + Washington + Cleveland . Los Angeles 


MEMBER AUDIT BUREAU 


OF CIRCULATIONS 


INC. 
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To market — to market — FOR WHOSE FOOD PROD- 
UCTS? The Chicago TIMES-Northwestern University 
Continuing Grocery Survey supplies a wealth of inter- 
esting and reliable data to answer this question. It is a 
series of periodic inventories of Chicago homes which 
will enable food manufacturers, sales and advertising 
departments and advertising agencies to increase sub- 
stantially the effectiveness of their food merchandising 
efforts in the Chicago market. 


No. I Study of the Pantry Poll is just off the press. 


Among other things, this Study shows the position of 


. 
( 


‘Not « 


some 1,000 grocery brands during the August 5-20, 
1945, period of war-induced shortages; the grocery 
store preferences of Chicago housewives; and provides 
miscellaneous data on refrigeration, freezer units, and 


the use of various toilet soaps in homes surveyed. 


Ask NOW for free copy 


Address Pantry Poll No. 1, The TIMES, 211 W. Wacker | 
Dr., Chicago 6, Ill., or The Chicago TIMES, 60 E, 42nd | 
St., New York 17, N. Y. 
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ADDRESSED TO DISTRIBUTORS--RCA Victor division placed 
this spread inOctober issues of six radio trade publications to 
show ita first postwar line of radios and radio-phonograph 
combinations and tell dealers that the models will be backed 
by extensive consumer advertising. The first ad in the nation- 
al campaign will be acolor spread inthe Nov. 26 issue of Life. 


NEW--This display is included 
in the promotion for fresh 
frosted shoe string potatoes, 
which Maxson Food Systems, New 
York, is placing on the con- 
sumer market. Dudley Rollinson 
Co., New York, ia the agency. 


Fe 5 ™~ / (Story on Page 8.) 
te WMERIOAN HE CO Pat -s ee 


AIDS VICTORY LOAN---Harold Anderson's painting is appear ing 
in American Oil Co. outdoor posters from Maine to Florida in 
support of the Victory Loan drive now under way. Joseph 
Katz Co., New York and Baltimore, is the Amoco agency. 


WIRED FOR SOUND--Belmont Radio 
Corp.’s five-tube portable is 
demonstrated here, with the 
10-oz. set in the model's 
pocket, and ear ring-size 
speaker in place. (Story on 
Page 8.) 


4 t . . a - e 5 ~ . . / | de 
.-Kalmor Cranberries 
f 4 TRAVELER--Carroll Rheinstrom, 
executive vice-president of 
CRANBERRY TIME---Sponsored by the American Cranberry Ex- Mec fedden Publications, waves 
Change, New York, this recipe ad for Eatmor cranberries ap- he I Sek Mitiios de 
peered in the Oct. 28 issue of The American Weekly. Othe: ae ee rity ; 
insertions will appear in Family Circle, This Week Magazine, look ante his —s eresge 
Youan’s Day and a list of business papers. BBDO, New York, operat ions, which were partially 
‘e the af#ency. discontinued during wartime. 
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KOCKE RPI TOM CENTER ON YOu 


TIMELY -- “U. S. Time will soon bring you...” is the promise 
in this full-color page, which is appearing in a list of 
national magazines for U. S. Time Corp., New York. — 


a] eT 


LIGHTS ON---R.A. Bradt, vice-president in charge of sales i 
and advertising, The Maytag Co., Newton, Ia., is shown | ight- i 
ing the roadside display board west of Newton to signify the ; 
company’s return to civilian production. V. R. Martin, gen- a 
eral sales manager, assisted in the ceremony. 


(MARLEEN TNE. 


FEATURES HAREM CARTOON---Chariles,Inc., Los Angeles, manufac- 
turer of Fez men's cologneandafter shave lotion, is planning 
a campaign for national consumer and trade publications 
through Jere Bayard & Associates, recently appointed adver- 
tising and public relations counsel. The promotion will 
feature harem illustrations by E. Simms Campbeli. 
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Bow are the advertisers who won't agree that 
two votes for their merchandise are better than one. And 
few are the advertising agents who won’t concur with the 
axiom “to sell both sexes you’ve got to tell both sexes.” 
That’s why you'll find so many postwar media plans plot- 
ted to include consistent schedules in The American Maga- 
zine. Edited with dual sex appeal, The American Magazine 
double-exposes advertising to millions of women and mil- 


lions of men... multimillions of aspirational Americans 


In the Service 


whose purses and pocketbooks are packed with the 
greatest reserve of ready-to-spend capital in our history. of the Nation 


THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N. Y. 


PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S, AND WOMAN'S HOME COMPANION 
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